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ABSTRACT 
The conference (or convention) industry has been recognised as one of the fastest 
growing and most lucrative segments of tourism industry (McCabe, Poole, Weeks and 
Leiper, 2000). The main driver for the increased expansion of the infrastructure for this 
meeting and convention market is very much related to the potential positive impacts of 
this market. Despite that, previous research in the conference industry has not caught up 
with the growth of the industry, particularly in the areas of attendee's decision-making. 
Majority of the past studies largely concerned with the identification and rating of 
attributes or factors that influence the attendees' participation choices (Oppermann, 1998; 
Var, Cesario and Mauser, 1985; Ngamsom and Beck, 2000; Grant and Weaver, 1996; 
Mair and Thompson, 2008), whilst very few have attempted to conceptualise conference 
participation decision-making process (Oppermann and Chon, 1997; Yoo and Chon, 
2008; Zhang, Leung and Qu, 2007). Hence, the thrust of this research is to look beyond 
these issues and examine the conference participation decision heuristics (styles or 
patterns of decision-making), and develop a model of the factors that affect the 
complexity of conference decision-making. 
The overall aims of this research are to identify factors and examine their roles in 
influencing conference selection, and develop a model (s) of the factors that influence 
conference heuristics. In order to achieve these aims, the research employs multi-method 
strategy, the preliminary study using the qualitative method, followed by the quantitative 
research in the main study. In the main study, questionnaires are administered on-line. 
Data are subjected to a number of statistical analyses including two-step cluster analysis 
to find out the sub-groups of conference participants, a one-way analysis of variance to 
test the profile of different groups of attendees, and hierarchical multiple regressions to 
test the relationship between the factors and the complexity of conference decision 
heuristics. 
The findings reveal that there are several types of conference attendees, each has their 
distinct profile in terms of conference decision-making heuristics. Every one of these 
types proved to have different levels of perceived difficulty of decision-making, time 
needed to make decisions, level of information search, stability of the consideration set, 
preferred sources of information, and individual profiles (working experience, job 
position, prior conference knowledge, level of prior conference experience, and loyalty to 
a particular conference). 
The complexity of conference decision-making is influenced by a number of factors, 
including the individual profiles/clusters, working experience, behavioural loyalty and 
both depth and breadth dimensions of prior conference experience. Working experience, 
behavioural loyalty and prior conference experience are negatively correlated with 
complexity of conference decision-making. 
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In the light of the findings, the final model of conference decision-making is presented. 
The model depicts the relationships between satisfaction, attitudinal loyalty, behavioural 
loyalty, individual profiles/clusters, prior conference experience, working experience, and 
conference knowledge on one hand, and the complexity of the conference decision on the 
other hand. 
A number of theoretical implications are outlined. Key contributions include the 
empirical evidence of different types of attendees with distinctive decision-making 
patterns. The research also demonstrates that their decisions are affected by both internal 
factors and the environment. Based on the findings, a model that accounts for these 
factors is proposed which could be considered as the first step in understanding the 
complexity of attendees' conference decision-making. There are several ways that future 
research can build upon the model; research may test its empirical validity, or new 
variables may be added to the model. Methodological contribution of the study, such as 
data collection methods, can be incorporated in future studies as they have been proved to 
be effective in the current study. Practical implication is also addressed, for example 
conference planners should appreciate the presence of different groups among their 
potential market and plan their marketing strategy accordingly. 
Finally, the limitations of the study and areas for improvement are outlined. Future 
studies may focus on one of these clusters, particularly those that display moderately 
complex decision-making in details. Different methods, such as a focus group interview 
may provide an in-depth view of conference decision-making. 
11 
DECLARATION 
I hereby declare that this thesis has been composed by myself and has not been presented or 
accepted in any previous application for a degree. The work, of which this is a record, has 
been carried out by myself unless otherwise stated and where the work is mine, it reflects 
personal views and values. All quotations have been distinguished by quotation marks and 
all sources of information have been acknowledged by means of references including those 
of the internet. 
Tatiyaporn Jarumaneerat 
June, 2009 
111 
To memory of my beloved mother, 
Papimpan Jarumaneerat 
iv 
ACKNOWLEDGMENTS 
The completion of my PhD would have been impossible without the support of many. 
Firstly, I would like to express my deep and sincere gratitude to my supervisor, Professor 
Peter Jones. His extensive knowledge and advice have been of great value to me. His 
understanding and encouragement has helped me greatly, especially during my difficult 
times. 
I am deeply grateful to my co-supervisor, Dr Hesham Z Al-Sabbahy, for his detailed and 
constructive comments. His extensive discussions around my work and excellent advice 
have been very helpful for this study. 
I would like to thank Royal Thai government for sponsoring my PhD study. I wish to 
thank Faculty of Hospitality and Tourism, Prince of Songkla University for granting me a 
four-year study leave. 
My warm thanks are due to Associate Professor Manat Chaisawat for his continued 
support and encouragement over the past thirteen years. 
I wish to extend my thanks to Thai students at University of Surrey and my fellow PhD 
students at the School of Management, for their friendships and support. The past three 
years and nine months have been quite an experience and you have all made it a 
memorable time of my life. 
I wish to thank my family: my brothers, Payungsak and Tatiwut, my cousin, Wanthida, 
my aunt, Na Jitra and all of my aunts and uncles for their encouragements throughout my 
study in United Kingdom. 
I owe my mother and father much of what I have become. Although sadly my mother, 
Papimpan passed away about two years ago, she had always been a long lasting source of 
energy during my PhD journey. Her warmth and encouraging words are always 
remembered and give me the strength whenever I need. I also thank my father, Tee for his 
love, patience, endless support, and never failing faith in me. 
Finally, I would like to express special thanks to my husband and best friend, Dr 
Pornpissanu (Nu) and my son, Nuti. Through each stage of my study, Nu has always been 
there for me. Without his love, understanding and encouragement it would not have been 
possible for me to complete my PhD. My son, Nuti has been the motivation in my life, 
his smile always gives me the strength to endure burdens and anxieties during my study. 
To Nu and Nuti I owe immeasurable debt and deep affection. 
V 
TABLE OF CONTENTS 
ABSTRACT ....................................................................................................................... I 
DECLARATION ............................................................................................................ III 
ACKNOWLEDGMENTS ................................................................................................ V 
LIST OF TABLES ............................................................................................................ X 
LIST OF FIGURES ....................................................................................................... XII 
LIST OF APPENDICES ............................................................................................. XIII 
CHAPTER 1 INTRODUCTION ...................................................................................... 2 
1.1 BACKGROUND TO THE RESEARCH ................................................................... 2 1.2 AIMS AND OBJECTIVES OF THE STUDY ........................................................... 3 1.3 SCOPE AND DOMAIN OF THE STUDY ................................................................ 4 1.4 STRUCTURE OF THE THESIS ............................................................................... 5 
CHAPTER 2 CONFERENCE AND MEETING INDUSTRY ...................................... 8 
2.1 INTRODUCTION ..................................................................................................... 
8 
2.2 OVERVIEW OF CONFERENCE AND MEETING MARKET ............................... 8 2.2.1 Size of Conference and Meeting market ............................................................. 
9 
2.3 TYPOLOGY OF MEETINGS AND CONVENTIONS .......................................... 
15 
2.3.1 Meeting and Conference: Corporate and Associations ................................... 
16 
2.3.2 Factors influencing conference participation ............ ......................... 
18 
2.4 CONCLUSION ........................................................................................................ 
24 
CHAPTER 3 CONSUMER DECISION-MAKING THEORIES ............................... 26 
3.1 INTRODUCTION ................................................................................................... 
26 
3.2 CONSUMER DECISION-MAKING THEORIES .................................................. 
26 
3.2.1 Generic Consumer Decision-making Process Model ....................................... 
27 
28 3.2.2 Rational Choice Theory .................................................................................... 
3.2.3 Theory of Reasoned Action ............................................................................... 
28 
vi 
3.2.4 Theory of Planned Behaviour ................................................ 30 ........................... 3.2.5 Problem-solving Approach 
............................................................................... 3.2.6 Information Processing Theory 
31 
....................................................................... . 3.2.7 Consideration Set Theory 
34 
................................................................................. 3.3 VARIATIONS IN DECISION-MAKING PROCESS 
... . 
36 
42 . ........................................ 3.4 JUSTIFICATIONS OF USING THEORIES OF CONSIDERATION SET 
, INFORMATION PROCESSING, AND PROBLEM-SOLVING 
................... 45 .............. 3.5 GENERIC FRAMEWORK OF CONFERENCE PARTICIPATION DECISION- 
MAKING BASED ON THEORIES OF CONSIDERATION SET, INFORMATION 
PROCESSING, AND PROBLEM-SOLVING 
.................................. . 46 . .......................... 3.6 CONCLUSION 
...................... 49 .................................................................................. 
CHAPTER 4 METHODOLOGY- AN OVERVIEW ................................................... 52 
4.1 INTRODUCTION 
................................................................................................... 52 4.2 RESEARCH PHILOSOPHY AND STUDY APPROACH 
..................................... 52 4.3 OVERALL RESEARCH DESIGN .......................................................................... 57 4.4 CONCEPTUAL FRAMEWORKS 
.......................................................................... 59 4.5 AIMS AND OBJECTIVES 
...................................................................................... 59 4.6 HYPOTHESES FORMULATION 
.......................................................................... 62 4.7 CONCLUSION 
........................................................................................................ 62 
CHAPTER 5 METHODOLOGY AND FINDINGS - THE PRELIMINARY 
STUDY .............................................................................................................................. 64 
5.1 INTRODUCTION ................................................................................................... 64 5.2 BACKGROUND INFORMATION AND TECHNIQUES USED .......................... 64 5.2.1 Justifications of using Critical Incident Techniques (CIT) .............................. 65 5.2.2 Procedures of using CIT .............................................. 66 ..................................... 5.3 DATA ANALYSIS 
.................................................................................................. 67 5.3.1 Key findings of qualitative analysis: Conference Decision Heuristics ............ 
68 
S. 3.2 Key findings: quantitative analysis ................................................................... 74 5.4 INTEGRATIONS BETWEEN THE PRELIMINARY STUDY AND THE 
LITERATURE 
............................................................................................................... 85 5.5 PROPOSED MODEL OF CONFERENCE DECISION-MAKING HEURISTICS 87 
5.6 HYPOTHESES FORMULATION .......................................................................... 90 5.6.1 Hypothesis: Cluster analysis ............................................................................ 90 5.6.2 Hypothesis: Factors affecting complexity of conference decision-making...... 90 
5.7 CONCLUSION 
........................................................................................................ 
91 
CHAPTER 6 METHODOLOGY- THE MAIN STUDY ............................................. 94 
6.1 INTRODUCTION ................................................................................................... 
94 
6.2 QUESTIONNAIRE DESIGN .................................................................................. 
94 
vii 
6.2.1 Measurement of variables and scaling ............................................................. 95 6.2.2 Pre-testing of questionnaire and assessing validity of measures ................... 106 6.3 SAMPLING 
........................................................................................................... 107 
6.3.1 Sampling design 
.............................................................................................. 107 6.3.2 Sample size ..................................................................................................... 109 6.4 QUESTIONNAIRE ADMINISTRATION 
............................................................ 110 6.5 DATA ANALYSIS 
................................................................................................ 110 6. S. 1 1 S` Stage: Data Preparation 
............................................................................ 112 65.22 nd Stage: Descriptive statistics ...................................................................... 121 65.33 rd Stage: Hypotheses testing (Cluster Analysis) ............................................ 121 6.5.4 4`h Stage: Hypothesis Testing 
......................................................................... 129 6.6 CONCLUSION ...................................................................................................... 141 
CHAPTER 7 FINDINGS- THE MAIN STUDY ......................................................... 143 
7.1 INTRODUCTION ................................................................................................. 143 7.2 QUESTIONNAIRE ADMINISTRATION ............................................................ 143 7.2.1 Results ofpre-testing ...................................................................................... 143 
7.2.2 Sample size ..................................................................................................... 
144 
7.3 1ST STAGE OF DATA ANALYSIS: DATA PREPARATIONS ........................... 144 
7.3.1 Missing Data ................................................................................................... 
145 
7.3.2 Outliers ........................................................................................................... 
145 
7.3.3 Reliability of scale .......................................................................................... 
146 
7.3.4 Assessing normality ........................................................................................ 
152 
7.3.5 Transformations .............................................................................................. 
152 
7.3.6 Linearity and homoscedasticity ...................................................................... 
153 
7.42 ND STAGE OF DATA ANALYSIS: DESCRIPTIVE STATISTICS ................... 
153 
7.4.1 Demographic Profiles ..................................................................................... 
154 
7.4.2 Prior Conference Experience: Depth vs. Breadth .......................................... 
156 
7.4.3 Satisfaction with conferences of interest ........................................................ 
158 
7.4.4 Attitudinal and Behavioural Loyalty .............................................................. 
161 
7.4.5 Conference knowledge .................................................................................... 
161 
7.4.6 Complexity of conference decision-making .................................................... 
162 
7.4.7 Important conference factors in conference decision-making ....................... 
162 
7.5 3F-DSTAGE OF DATA ANALYSIS: CLUSTER ANALYSIS ............................. 
163 
7.5.1 Selection of Cluster variates and testing the assumptions of cluster analysis] 63 
7.5.2 Determining number of clusters ..................................................................... 
164 
7.5.3 Interpretation of the Clusters ......................................................................... 
165 
7.5.4 Validation of the Clusters ............................................................................... 
168 
7.5.5 Profiling of the clusters: Complexity of conference decision-making and 
conference factors .................................................................................................... 
171 
7.5.6 Cluster characteristics and profiles ............................................................... 
174 
7.64 TH STAGE: TESTING OF HYPOTHESIS OF HYPOTHESES 2-13 ................... 
178 
7.6.1 Testing of hypothesis 2-4 ................................................................................ 
179 
7.6.2 Testing of hypothesis: 5-7 ............................................................................... 
182 
viii 
7.6.3 Testing of hypothesis 8-10 .............................................................................. 186 7.6.4 Testing of hypothesis 11-13: Interrelationship between conference knowledge 
and working experience and complexity of conference decision-making ............... 190 7.6.5 Testing of hypothesis 11: Interrelationship between behavioural loyalty and 
complexity of conference decision-making .............................................................. 193 7.6.6 Additional testing of interrelationship between prior conference experience 
and complexity of conference decision-making ....................................................... 194 
7.7 REVISED MODELS OF COMPLEXITY OF CONFERENCE DECISION- 
MAKING ..................................................................................................................... 196 7.8 CONCLUSION ...................................................................................................... 199 
CHAPTER 8 DISCUSSIONS ....................................................................................... 201 
8.1 INTRODUCTION ................................................................................................. 201 8.2 VALIDATION OF MULTIPLE CONFERENCE DECISION HEURISTICS...... 201 
8.3 COMPREHENSIVE MODEL OF CONFERENCE-DECISION MAKING......... 203 
8.3.1 Direct effects of working experience on the complexity of conference decision- 
making ..................................................................................................................... 
203 
8.3.2 Effects of individual profiles (Clusters) on the complexity of conference 
decision-making 
....................................................................................................... 
205 
8.3.3 Effects of prior general conference experience .............................................. 
208 
8.3.4 Effects of behavioural loyalty ......................................................................... 
209 
8.3.5 Effects of attitudinal loyalty and satisfaction ............. ............................... 
210 
8.3.6 Effects of conference knowledge ..................................................................... 
211 
8.3.7 Role of conference-related factors in conference decision-making process.. 213 
8.4 CONCLUSION ...................................................................................................... 
216 
CHAPTER 9 CONCLUSION ....................................................................................... 
218 
9.1 INTRODUCTION ................................................................................................. 
218 
9.2 OBJECTIVES OF THE STUDY ........................................................................... 
218 
9.3 CONCLUDING REMARKS ................................................................................. 
220 
9.4 CONTRIBUTIONS OF THE STUDY AND IMPLICATIONS FOR FUTURE 
RESEARCH ................................................................................................................ 
221 
9.4.1 Theoretical contributions ............................................................................... 
221 
9.4.2 Practical and managerial implications .......................................................... 
225 
9.5 LIMITATIONS OF THE STUDY ......................................................................... 
226 
9.6 AVENUE FOR FUTURE RESEARCH ................................................................ 
229 
9.7 CONCLUSION ...................................................................................................... 
231 
REFERENCES .............................................................................................................. 
233 
APPENDICES ................................................................................................................ 
254 
ix 
LIST OF TABLES 
Table 2-1 Rotation areas of association meetings (Absolute Figures) .............................. 11 
Table 2-2 Rotation areas of association meetings (%) ...................................................... 11 
Table 2-3 Market share per continent by number of meetings (Absolute Figures)........... 12 
Table 2-4 Market share per continent by number of meetings (%), 1996-2005 ............... 12 
Table 2-5 Estimated participants by continent during 1996-2000 .................................... 14 
Table 2-6 Estimated participants by continent during 2001-2005 .................................... 14 
Table 2-7 Estimated participants by continent (%) ........................................................... 14 
Table 2-8 Summary of previous studies in conference decision-making from the 
perspectives of attendees ................................................................................................... 19 
Table 3-1 Summary of factors affecting consumer decision-making from consumer 
decision-making process theories, and conference-related literature ................................ 42 
Table 5-1 Conference decision heuristics and Descriptions .............................................. 69 
Table 5-2 Main factors and sub-factors influencing conference participation decisions.. 75 
Table 5-3 Frequency of Conference Decision-making factors .......................................... 77 
Table 5-4 Important sub-factors of Conference Participation Decision-making .............. 77 
Table 5-5 Cross-tabulation: Types of conference decision heuristics and other variables82 
Table 5-6 Chi-Square: Types of Conference Incidents and Other variables ..................... 
83 
Table 6-1 Summary of conference loyalty measurement questions ................................ 
101 
Table 6-2 Guidelines for identifying significant factor loadings based on sample size.. 116 
Table 6-3 Cluster variables used in the cluster analysis .................................................. 
122 
Table 6-4 Summary of Regression Analysis assumptions .............................................. 
133 
Table 6-5 Orders of predictor variables to be entered into the hierarchical regressions. 139 
Table 7-1 Univariate Outliers Detection Results ............................................................. 
145 
Table 7-2 Reliability of measurement ............................................................................. 
147 
Table 7-3 PCA of Conference Factors - Final Factor solution with Oblique Rotation .. 
151 
Table 7-4 Breadth of Prior Conference Experience ........................................................ 
157 
Table 7-5 Mean scores of all variables ............................................................................ 
159 
X 
Table 7-6 Mean Scores on cluster variates, other variables, conference decision 
heuristics, and conference factors .................................................................................... 166 
Table 7-7 Sources of Information used and personal characteristics .............................. 173 
Table 7-8 Summary of Cluster Characteristics ................................................................ 175 
Table 7-9 Pearson Product-Moment Correlations ........................................................... 178 
Table 7-10 Regression Model: Testing of Assumptions ................................................. 180 
Table 7-11 Results of hierarchical multiple regression (Outcome variable: Attitudinal 
loyalty) 
............................................................................................................................. 181 
Table 7-12 Results of hierarchical multiple regression (Outcome variable: Behaviour 
loyalty) 
............................................................................................................................. 184 
Table 7-13 Results of re-run hierarchical multiple regression (Outcome variable: 
Conference knowledge) 
................................................................................................... 188 
Table 7-14 Results of hierarchical multiple regression (Outcome variable: Complexity of 
decision-making*) 
........................................................................................................... 
191 
Table 7-15 Results of hierarchical multiple regression (Outcome variable: Complexity of 
conference decision-making*) ......................................................................................... 
193 
Table 7-16 Results of hierarchical multiple regression (Outcome variable: Complexity of 
conference decision-making) ........................................................................................... 
195 
Table 7-17 Results of hypotheses testing ........................................................................ 
196 
xi 
LIST OF FIGURES 
Figure 3-1 Generic Consumer Decision-making Process Model ...................................... 27 
Figure 3-2 Step 1 of the Two-Step Elimination Model: Non-Compensatory Elimination 
Phase .................................................................................................................................. 38 
Figure 3-3 Step 2 of the Two-Step Elimination Model: Compensatory Evaluation Phase 
........................................................................................................................................... 
39 
Figure 3-4 A generic framework of conference participation decision-making ............... 47 
Figure 4-1 Overall Research Design ................................................................................. 
58 
Figure 5-1 Conference Decision Factors ........................................................................... 
86 
Figure 5-2 Factors impacting the Complexity of Conference Decision Heuristics........... 88 
Figure 6-1 Questionnaire Design ....................................................................................... 
94 
Figure 6-2 Data Analysis Procedures .............................................................................. 
111 
Figure 6-3 Moderator model ............................................................................................ 
136 
Figure 7-1 Demographic profiles .................................................................................... 
154 
Figure 7-2 Sources of information used when making conference decisions ................. 
155 
Figure 7-3 Freedom of choice in choosing a conference and sources of financial 
assistance for conference expenses .................................................................................. 
156 
Figure 7-4 Depth of Prior Conference Experience .......................................................... 
157 
Figure 7-5 Final Cluster Solutions and Distribution of cases in each cluster .................. 
164 
Figure 7-6 Conference decision heuristics by clusters .................................................... 
174 
Figure 7-7 Revised model depicting the interrelationship between variables affecting 
complexity of conference decision-making ..................................................................... 
198 
xii 
LIST OF APPENDICES 
Appendix 1 Sample of coded incidents ....................................................................... 262 
Appendix 2: Final questionnaire .................................................................................. 262 
Appendix 3: Pre-testing results of questionnaire ......................................................... 273 
Appendix 4: Summary of measurement questions ...................................................... 
282 
Appendix 5: Iterations and results of factor rotations ................................................. 
286 
Appendix 6: Testing for normality, possible remedies and consequences of 
transformation .............................................................................................................. 
287 
Appendix 7: Scatterplots of variables .......................................................................... 
291 
Appendix 8-1: Regression Model: Testing of Assumptions (Hypothesis 5-7)............ 292 
Appendix 8-2: Regression Model: Testing of Assumptions (Hypothesis 8-10).......... 293 
Appendix 8-3: Regression Model: Testing of Assumptions (Hypothesis 11-13)........ 294 
Appendix 8-4: Regression Model: Testing of Assumptions (Hypothesis 11: 
Behavioural loyalty only) ........................................................................................... . 
295 
Appendix 8-5: Regression Model: Testing of Assumptions (Prior conference 
experience) ............................................................. . 
296 
X111 
CHAPTER 1 
Chapter 1 Introduction 
Chapter 1 Introduction 
1.1 BACKGROUND TO THE RESEARCH 
The International Congress and Convention Association (ICCA) reported that in 2005 
over 3.7 million people attended conferences (ICCA, 2006). The conference (or 
convention) industry has experienced substantial growth since the 1960s and is 
recognised as one of the fastest growing and most lucrative segments of tourism industry 
(McCabe, Poole, Weeks and Leiper, 2000). Despite the increased awareness of the 
importance of this industry, studies in this field are still lacking and many key issues have 
not been properly addressed, particularly the consumer decision-making process (Yoo 
and Weber, 2005; Lee and Back, 2005). A review of conference research by Yoo and 
Weber (2005), and Lee and Back (2005) indicated that few studies have focused on the 
attendees' participation decision-making process (Oppermann and Chon, 1997; 
Oppermann, 1998; Var, Cesario and Mauser, 1985; Ngamsom and Beck, 2000; Grant and 
Weaver, 1996). These studies have mainly focused on identifying attributes or factors 
that influence the attendees' participation choices, and very few have attempted to 
conceptualise the decision-making process itself (Oppermann and Chon, 1997; Yoo and 
Chon, 2008). 
With the exception of the work by Grant and Weaver (1996), most of these studies seem 
to assume that there is one single way of how conference decision-making is carried out, 
and people would be similar in terms of the way they make a decision to participate in a 
conference, as well as the factors that influence such decision. In addition, it is not clear 
on which consumer decision-making theories these existing studies have based their 
research. That there is variation in consumer decision-making processes is found in 
consumer decision-making theories such as information processing, problem-solving, and 
consideration set theory. For example, the consideration set theory proposes two-phased 
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decision-making process that involves the sequential use of at least two different rules 
when coping with many choice criteria (Parkinson and Reilly, 1979; Brisoux and 
Laroche, 1981). However, not all decisions need to follow the two-phased stage if the 
number of alternatives in the consideration set is small (Lussier and Olshavsky, 1979). 
On one hand, when the number of alternatives is large (more than 3), respondents 
typically use the two-step approach of firstly eliminating unsatisfactory alternatives, 
followed by evaluating and making a final choice. On the other hand, when dealing with 
a small number of alternatives, respondent typically skip the elimination phase and start 
at the evaluation stage, using compensatory decision/choice strategies. 
Hence, this thesis aims to test if that there is more than one approach of conference 
decision-making and whether some parts of the process might be bypassed as some 
individuals would make their participation decisions at a lower level of complexity. More 
importantly, it is also the aim of this study to examine why such differences may exist 
and identify the contributory factors that affect how the consumer decision-making 
process may be carried out. 
1.2 AIMS AND OBJECTIVES OF THE STUDY 
Hence, the aims of this study are twofold: 
(1) To identify factors and examine their roles in influencing conference selection 
(2) To develop a model (s) of the factors that influence conference heuristics 
In order to meet the above aims, a set of specific objectives are formulated which include: 
Objective 1: Examine the nature and pattern of consumer decision-making in both 
generic products and conference products 
Objective 2: Identify personal and product-related factors that influence the pattern and 
complexity of conference selection 
Objective 3: Test how personal profiles affect the complexity of conference decision 
heuristics 
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Objective 3.1: Identify the homogenous sub-groups of conference participants using 
the factors derived from the literature 
Objective 3.2: Examine how conference decision heuristics vary among these sub- 
groups of conference participants 
Objective 4: Examine how product-related factors affect the complexity of conference 
decision heuristics 
1.3 SCOPE AND DOMAIN OF THE STUDY 
The research mainly focuses on the examination of the factors influencing conference 
decision-making process and the main unit of analysis is the conference attendee from 
both business and academic conferences. The decision-making process of conference 
organisers has been studied in other studies (Yoo and Weber, 2005; Lee and Back, 2005), 
and therefore beyond the scope of this research. Unlike the majority of the past research 
in the conference-related literature, the research does not concern about the rating of the 
attributes or factors that influence the attendees' participation choices. However, it is the 
aim of this research to look at the overall decision-making process and identify whether a 
single way of decision-making is generic for all individuals. The study also examines 
why such differences may exist and identify the contributory factors that affect how the 
consumer decision-making process may be carried out. 
The research design of this thesis is largely based on positivism paradigm with some 
tendency towards interpretative approach. The thesis is multi-strategy research as it 
integrates both qualitative and quantitative research methods. In the first study, 
qualitative research is carried out in order to facilitate the subsequent stage of the study 
by confirming variables to be examined, providing hypothesis for testing, and revising 
the conceptual framework. In the second stage, more a positivistic view is adopted and a 
quantitative research method, using survey research, is carried out, to profile people with 
distinct conference heuristics and test the variables that affect conference heuristics 
(styles or patterns of how a conference decision is made). 
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1.4 STRUCTURE OF THE THESIS 
The organisation of this thesis is as follows: 
Chapter 2: This chapter provides an overview of the conference and meeting market in 
terms of the scope and magnitude of this market from an international perspective. It then 
discusses types of conference and meeting attendees and their buying characteristics. 
Factors influencing conference participation decisions from the previous literature are 
also explained. 
Chapter 3: It starts with thorough reviews of the literature in consumer decision-making 
process theories, particularly the information processing, problem-solving, and 
consideration set. Lastly, a generic framework of conference participation decision- 
making that integrates the knowledge of these consumer decision-making theories and the 
conference decision-making literature is proposed. 
Chapter 4: This chapter focuses on the philosophy and study approach that guides the 
overall research design of this study. The conceptual framework of this thesis is also 
explained along with the aims and specific objectives of this research. 
Chapter 5: This chapter starts with the discussions of the technique used in the 
preliminary study along with the justifications. Key findings from both quantitative and 
qualitative data analysis are discussed. At the end of the chapter, a brief discussion about 
the final proposed conceptual framework of this study is described along with the 
hypotheses of this research's main study. 
Chapter 6: This chapter explains in detail the questionnaire design and measurement 
development. It also explains how a proposed questionnaire is pre-tested, assessed for 
validity and reliability, and administered. The final section of this chapter explains in 
detailed about data analysis and relevant statistical techniques used in this research. 
5 
Chapter I Introduction 
Chapter 7: It reports the findings of the main study. It begins with the details about how 
questionnaire was reviewed, pre-tested and edited prior to final administration. It also 
reports the results of survey administration in terms of sample size. Key topics include 
data preparation, descriptive statistics for all variables, and the findings of cluster 
analysis. This chapter is completed by reporting how proposed variables affect the 
complexity of conference decision-making. 
Chapter 8: This chapter discusses the key findings and examines how they are consistent 
with the past research. 
Chapter 9: The contributions and implications of the study are outlined. It concludes with 
the limitations of the study and avenue for future research. 
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Industry 
2.1 INTRODUCTION 
This chapter provides a comprehensive review of conference decision-making related 
literatures. Firstly, it gives an overview of conference and meeting market in terms of its 
scope and magnitude. It then discusses types of conference and meeting attendees and 
their buying characteristics. Factors influencing conference participation decisions from 
the previous literature are also described. 
2.2 OVERVIEW OF CONFERENCE AND MEETING MARKET 
The conference (or convention) industry has experienced substantial growth since the 
1960s and is recognised as one of the fastest growing and most lucrative segments of 
tourism industry (McCabe et al, 2000). Over the past twenty years, the market has 
witnessed rapid growth both in demand and supply sides. Particularly, in the supply-side 
there has been a steadily increasing investment in the infrastructure for meeting and 
convention market. In Australia, a substantial investment has been allocated for the 
expansion of the existing convention centres and the construction of new convention 
centres all over the country. Similar occurrences are also evident in other parts of the 
world such as Asia and the Pacific Rim (Rogers, 2003). 
The reasons for the increased expansion of the infrastructure for this meeting and 
convention market are very much related to the potential positive impacts of this market. 
Economically, this market is seen as a high yield or blue-chip market as research revealed 
a higher spending level of meeting and convention delegates than those of average 
tourists (Rogers, 2003; McCabe et al, 2000; Deery, Jago and Sokolich, 2000; Dwyer, 
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2002). For example, in the United Kingdom meeting and convention visitors spend on a 
daily basis almost three times higher than those of average tourists (Davidson, 2002; 
Marvel, 2003). This market is also capable of drawing national and international visitors 
to the host country thereby bringing foreign exchange earnings. In addition, more jobs are 
created to fulfil the needs of these national and international delegates. 
In addition, the meeting and conference market can help to increase tourism activity in 
the host destinations in many ways. Firstly, attendees to meetings and conventions often 
extend their visit to the destination- adding a number of days before or after the meetings 
in order to enjoy leisure activities at the destination thereby generating extra income to 
hotels, restaurants and other tourism suppliers (Davidson, 2002). In addition, since 
meetings and conferences are held all year round, they help to utilise hotel facilities and 
other tourist facilities during shoulder seasons and consequently generate much needed 
revenue to hotels and other tourism service providers. It also helps to create future inward 
opportunities from conference delegates who have liked the host destination while 
attending a conference and might return to set up their businesses. Moreover, these 
conference delegates who have been impressed by the host country would also return to 
the country for holidaying with their families. In terms of positive social impacts, there is 
a prestige in being chosen as a host destination for a major convention, and this offers the 
country an opportunity to demonstrate their professionalism and gain the creditability and 
acceptance on the international political stage (Rogers, 2003). 
2.2.1 Size of Conference and Meeting market 
The global nature of meeting and convention market is well illustrated from statistics 
collected by International Congress and Convention Association (ICCA) and Union of 
International Associations (UTA). As these two organisations apply different criteria in 
data collection, so the statistics produced by them might vary, but the figures do provide 
an indication of which countries are gaining or losing market share. Note that both 
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organisations focus on association meetings that are truly of international nature. 
However, note that none of these organisations collect data about the corporate meetings. 
Here, the statistics produced by ICCA (2006) will be used to examine the size of the 
international association meeting and convention market. Note that conventions and 
meetings inclusion in the ICCA statistics must meet the following criteria: 
" Attract at least 50 delegates 
" Be organised on a regular basis 
9 Move between at least four different countries 
The following discussions address the issues relating to rotation areas of international 
association conventions and meetings, headquarters of associations, number of meetings 
per continent, number of meetings per country, number of delegates/participants 
attending international meetings, and frequency, seasonality, length of meetings and 
subject matters. 
2.2.1.1 Rotation areas of association meetings 
According to ICCA (2006), association meetings and conferences usually change the host 
location every time they are held. Some may be hosted or rotated within only a specific 
geographical area such as European countries, while others may move from one location 
to another location worldwide. 
Table 2-1 and 2-2 show the areas where association meetings were rotated during 
1996- 
2005. 
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Table 2-1 Rotation areas of association meetings (Absolute Figures) 
Rotation Area 1996 1997 1998 1999 2000 2001 2002 2003 2004 2005 
World/International 1,952 1,965 2,148 2,120 2,418 2,272 2,549 2,476 2,725 2,588 
Europe 998 1,011 1,156 1,228 1,301 1,360 1,526 1,605 1,694 1,645 
Asia/Pacific 158 171 191 200 227 247 269 266 312 319 
Latin America 78 100 92 110 110 133 113 151 133 190 
Asia 85 110 104 106 129 144 163 163 216 164 
Scandinavia 93 78 95 93 108 109 125 110 142 116 
Europe/North 73 69 82 74 90 85 104 100 123 104 
Ibero-America 33 31 48 38 55 49 54 58 56 64 
Inter-American 19 25 25 33 32 33 34 43 41 43 
Africa 20 18 24 23 23 22 27 24 34 29 
Totals 3,509 3,578 3,965 4,025 4,493 4,454 4,964 4,996 5,476 5,262 
Source: ICCA (2006) 
Table 2-2 Rotation areas of association meetings (%) 
Rotation Area 1996 1997 1998 1999 2000 2001 2002 2003 2004 2005 
World/International 55.6 54.9 54.2 52.7 53.8 51.0 51.3 49.6 49.8 49.2 
Europe 28.4 28.3 29.2 30.5 29.0 30.5 30.7 32.1 30.9 31.3 
Asia/Pacific 4.5 4.8 4.8 5.0 5.1 5.5 5.4 5.3 5.7 6.1 
Latin America 2.2 2.8 2.3 2.7 2.4 3.0 2.3 3.0 2.4 3.6 
Asia 2.4 3.1 2.6 2.6 2.9 3.2 3.3 3.3 3.9 3.1 
Scandinavia 2.2 2.2 2.4 2.3 2.4 2.4 2.5 2.2 2.6 2.2 
Europe/North 2.1 1.9 2.1 1.8 2.0 1.9 2.1 2.0 2.2 2.0 
Ibero-America 0.9 0.9 1.2 0.9 1.2 1.1 1.1 1.2 1.0 1.2 
Inter-American 0.5 0.7 0.6 0.8 0.7 0.7 0.7 0.9 0.7 0.8 
Africa 0.6 0.5 0.6 0.6 0.5 0.5 0.5 0.5 0.6 0.6 
Totals 100 100 100 100 100 100 100 100 100 100 
Source: ICCA (2006) 
Both tables show that the number of meetings which were rotated worldwide has 
decreased from almost 55.6 percent in 1996 to around 49.2 percent in 2005. The 
percentage of meetings rotating in Europe gradually rose with more than 4 percent by 
2003 compared to 1995, but after 2003 this trend stopped. Note that there are an 
increasing number of meetings rotating in Asia and Asia/Pacific. 
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2.2.1.2 Headquarters of international organisations 
Over 61 percent of the international organisations in ICCA database have the 
headquarters in Europe, 24 percent and 9 percent are based in North America and Asia 
respectively. The fact that more than 60 percent of the headquarters of the international 
associations based in Europe possibly contributes to the largest market share of the 
international meeting market by Europe. 
2.2.1.3 Number of meetings per continent 
Table 2-3 and 2-4 show number of meeting per continent organised during 1996-2005. 
Table 2-3 Market share per continent by number of meetings (Absolute Figures), 
1996-2005 
Continent 1996 1997 1998 1999 2000 2001 2002 2003 2004 2005 
Europe 2,063 2,067 2,330 2,357 2,582 2,574 2,929 3,006 3,197 3,082 
Asia & 
Middle East 569 569 613 635 676 733 813 759 986 956 
North 
America 493 480 531 557 634 580 675 650 653 564 
Latin 
America 172 215 228 234 281 294 257 304 333 393 
Australia 140 167 145 156 214 177 174 169 195 192 
Africa 78 3,585 125 103 113 110 133 126 133 128 
Total 3,515 2,067 3,972 4,042 4,500 4,468 4,981 5,014 5,497 5,315 
Source: ICCA (2006) 
Table 2-4 Market share per continent by number of meetings (%), 1996-2005 
Continent 1996 1997 1998 1999 2000 2001 2002 2003 2004 2005 
Europe 58.7 57.7 58.7 58.3 57.4 57.6 58.8 60.0 58.2 58.0 
Asia & 16 2 15.9 15.4 15.7 15.0 16.4 16.3 15.1 17.9 18.0 Middle East . 
North 14 0 13.4 13.4 13.8 14.1 13.0 13.6 13.0 11.9 10.6 America . 
Latin 4 9 6.0 5.7 5.8 6.20 6.6 5.2 6.1 6.1 7.4 America . 
Australia 4.0 4.7 3.7 3.9 4.8 4.0 3.5 3.4 3.5 3.6 
Africa 2.2 2.4 3.1 2.5 2.5 2.5 2.7 2.5 2.4 2.4 
Total 100 100 100 100 100 100 100 100 100 100 
Source: ICCA (2006) 
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As shown in Table 2-3 and 2-4, in 2005, the total number of international meetings is 
5,315. From 1995-2005, Europe has the greatest share of the international meeting market 
(58 percent), followed by Asia and Middle East, and North America. Europe's market 
share has remained relatively stable over the last decade. In 2003, Asia has increased its 
share by 3 percent compared to 2003. Meetings in Asia and Australia have increased at 
the expense of those taking place in North America and Africa. Particularly, over the last 
10 years North America has gradually decreased its market share from 14 percent in 1996 
to 10.6 percent in 2005. 
2.2.1.4 Number of meetings per country 
In terms of market share of the international meeting market by country, during the 
periods of 1996-2005, the US occupied much of the market share, followed by major 
European countries including Spain, United Kingdom, Germany, Italy and France. Other 
non-European countries in the top ten are Australia and Japan. Note that number of 
international meetings in many countries have increased over the past ten years such as 
China, Singapore, Republic of Korea, Thailand and etc. 
2.2.1.5 Number of participants 
Table 2-5 - Table 2-7 show estimated number of participants 
by continents during the 
periods of 1996-2005. 
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Table 2-5 Estimated participants by continent during 1996-2000 
(Absolute Figures) 
Continent 1996 1997 1998 1999 2000 
Europe 1,331,676 1,395,981 1,592,479 1,591,787 1,919,660 
North America 754,945 591,181 768,728 585,161 879,167 
Asia & Middle 
East 402,135 459,192 484,640 423,491 512,796 
Latin America 162,063 126,727 185,485 221,515 342,680 
Africa 31,860 35,643 102,306 70,958 80,039 
Australia 103,990 110,966 83,649 112,533 159,455 
Total 2,786,669 2,719,690 3,217,287 3,005,446 3,893,796 
Source: ICCA (2006) 
Table 2-6 Estimated participants by continent during 2001-2005 
(Absolute Figures) 
Continent 2001 2002 2003 2004 2005 
Europe 1,758,288 1,881,415 1,839,520 1,932,204 1,817,733 
North America 604,379 672,166 609,222 810,168 840,664 
Asia & Middle 
East 
486,027 602,076 468,626 677,503 550,458 
Latin America 212,769 205,266 273,385 248,003 289,652 
Africa 79,546 74,933 105,843 74,334 123,620 
Australia 150,202 108,990 150,172 108,857 97,329 
Total 3,291,211 3,544,846 3,446,767 3,851,070 3,719,455 
Source: ICCA (2006) 
Table 2-7 Estimated participants by continent (%) 
Continent 1996 1997 1998 1999 2000 2001 2002 2003 2004 2005 
Europe 47.8 51.3 49.5 53.0 49.3 53.4 53.1 53.4 50.2 48.9 
North America 27.1 21.7 23.9 19.5 22.6 18.4 19.0 17.7 21.0 22.6 
Asia & Middle 
East 14.4 16.9 15.1 14.1 
13.2 14.8 17.0 13.6 17.6 14.8 
Latin America 5.8 4.7 5.8 7.4 8.8 6.5 5.8 7.9 6.4 7.8 
Africa 1.1 1.3 3.2 2.4 2.1 2.4 2.1 3.1 1.9 3.3 
Australia 3.7 4.1 2.6 3.7 4.1 4.6 3.1 4.4 2.8 2.6 
Totals 100 100 100 100 100 100 100 100 100 100 
Source: ICCA (2006) 
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As shown in the above three tables, Europe is the leading region in terms of number of 
participants, followed by North America, Asia and Middle East, and Australia. In 2005 
the estimated number of participants is 3,719,455. 
2.2.1.6 Frequency, seasonality, length of meetings and subject matters 
Almost half of all international association meetings during 1996-2005 were annual 
meetings, while almost one quarter takes place every two years (biennial). The average 
length of the international association meetings in 2005 is 4.08 days. Regarding to the 
size of the international meetings, medium-sized meetings (defined as those attended by 
between 250 and 1,000 participants) have in the recent years declined in popularity, 
whilst those featuring either less than 250, or more than 2,500 participants, have grown. 
In terms of seasonality, September is the peak month for meetings, followed by June, 
May, October and then July. 
In terms of the subject of meetings worldwide, in 2004 over 22.5 percent were related to 
the medical sciences. This is followed by science-related, technology-related, and 
industry (7.8 percent). These were followed by social sciences, agriculture, commerce, 
economics, and education with shares of between 3 percent and 4 percent (ICCA, 2006). 
2.3 TYPOLOGY OF MEETINGS AND CONVENTIONS 
Based on the distinction of tourists as defined by World Tourism Organisation (2000 
cited in Rogers, 2003), they are those who travel for leisure purpose and those who travel 
for professional reasons. The former is known as leisure tourist and the latter refers to 
business travellers. The Convention Industry Council (2003) produced the International 
Meetings Industry Glossary for terms commonly used in the meeting and convention 
market as well as various types of meetings. Marvel (2003) further categorised business 
travel market into four sub-categories including: conventions and corporate business 
meetings, trade fairs, incentive trips, seminars and training program, and 
individual 
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business trips. Thus, meeting and convention market is clearly a sub-segment of business 
tourism of tourism industry. However, the market is not purely for business purposes as it 
incorporates both business and leisure elements (Rogers, 2003). This is because although 
its main chief activity is business such as attending meetings, seminars, conferences, and 
conventions, delegates/participants to the meetings may engage in many leisure activities 
prior to and post business activity such as sightseeing, visiting local tourist attractions. 
This is also coupled with the fact that meeting delegates often travel with accompanying 
persons during their business trips to attend meetings. They may prolong their trips so as 
to allow them more time to visit the destination. 
McCabe et al (2000) argued that although conventions, congresses, conferences, 
seminars, workshops, or symposia are all meetings, each has its own distinctive 
characteristics that need to be fully recognised. They then proposed four categories of 
meetings: corporate meetings, association meetings, government and intergovernmental 
meetings, and common interest meetings. Corporate meetings are common for the 
business sector, and are used as a communication tool with staff and distributors. 
Association meetings are usually related to trade associations, professional societies, and 
academic institutions. Government meetings are organised by public sector to discuss 
about planning or changes to operational procedures. Common interest meetings are 
usually arranged by those sharing the same interests in the areas of sports, leisure, culture 
and social issues. In this study, the terms "meeting", "conference", and "convention" are 
used interchangeably. 
2.3.1 Meeting and Conference: Corporate and Associations 
From the above definitions, these types of meetings are different in many aspects, 
including purposes of the meeting, periodicity, duration of a meeting, and size of 
attendance. These differences of meetings are directly related to the 
issue of who attends. 
Undoubtedly, attendee/delegate/participant is one of the most important stakeholders 
in 
convention and meeting market (McCabe et al, 
2000). Here, these three terms are used 
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interchangeably to refer to a person who attends an event primarily to attend meetings 
and/or conference sessions and/or visit exhibits. 
2.3.1.1 Participants and their buying characteristics 
The attendee (delegate/participant) is one of the most important stakeholders in 
convention and meeting market (McCabe et al, 2000). Delegates to meetings and 
conventions can also be classified into three types: corporate meeting delegates, 
association meeting delegates, and others, each with their own distinctive characteristics 
and buying pattern. Corporate meeting delegates are mostly employees of the companies 
that run a meeting, thus it is widely believed that they are told to participate by the 
company and their participation is fully funded by the company and part of their work. A 
similar situation occurs for employees of the public sector, but typically the expense 
funded for each employee is much lower than those of corporate employees (McCabe et 
al, 2000). 
However, association meeting delegates are different in many ways from the participants 
to corporate. and government meetings. Oppermann and Chon (1997) posited that the 
main distinction between participants to corporate meetings and association meetings lies 
on the `freedom of choice'. This is because the former is required as part of their work to 
participate in a meeting, while the latter has options of attending or not attending at all, 
and of selecting which convention to attend. 
In addition, professionals belonging to associations are faced with a dilemma of, if with 
intention of attending at least one, deciding which conference (s) to attend. One of the 
contributing factors to this is that the association market is increasingly more competitive 
(Oppermann, 1998). Over the years, the number of associations vying for membership 
from professionals and the number of association meetings are increasing. In addition, 
Oppermann (1998) confirmed that association members hold membership with multiple 
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associations (with mean of 4 associations), but they did not attend all conventions run by 
the associations they are members of (mean of 2.6). 
Thus, the freedom of choice makes the participation decision-making process of the 
association market less straightforward and much more complex than those of corporate 
delegates and government meeting delegates. Oppermann and Chon (1997) also 
suggested that the decision-making process of association conference attendees may be 
similar to the buying patterns and behaviours of other leisure tourists. Based on this, 
much of the past studies focused on the decision-making process of the association 
meeting attendees (Table 2-8). 
However, due to a few existing studies in the areas of conference participation decision- 
making this study intends to focus on both business and association meeting attendees, 
and the terms "attendees" and "participants" are to be used interchangeably to refer to the 
individuals who attend association and business conferences (conventions). 
2.3.2 Factors influencing conference participation 
Despite the increased awareness of the importance of this industry, studies in this field 
are still lacking. A review of convention research reveals that the level of research is not 
well matched with the growth rate of this industry and only recently that more attentions 
have been paid to the areas of attendees' participation decision-making process (Yoo and 
Weber, 2005; Lee and Back, 2005). 
Table 2-8 summarises the previous studies investigating the conference decision-making 
from the perspective of attendees. 
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Table 2-8 Summary of previous studies in conference decision-making from the 
perspectives of attendees 
Authors 
Var, Cesario and 
Mauser (1985) 
Witt, Sykes and 
Dartus (1995) 
Grant and Weaver 
(1996) 
Oppermann and 
Chon (1997) 
Aims/Objectives 
Provides an approach 
for identifying 
determinants of 
convention attendance at 
a specific site 
Develop a forecasting 
model to explain 
conference attendance at 
a particular conference 
" Develop 
homogenous groups 
of conference 
attendees based on 
criteria used to 
select a meeting 
" Profile these groups 
of attendees based 
on their 
demographic 
profiles 
" Review research in 
convention's 
location choice and 
participation 
decision-making 
variables of the 
attendees 
Variables 
" Accessibility of the 
conference site 
" Attractiveness of the 
conference site 
" Emissiveness 
" Travel cost 
" Conference fee 
" Income 
" Intrinsic 
characteristics of the 
host destination 
" Criteria used in 
making decisions, 
mainly related to 
motivations of 
attending conferences 
" Demographic profiles 
Factors influencing 
conference participation 
such as personal factors, 
motivations 
Methods 
Number of conference 
attendance in association 
conferences held in North 
America during 1968- 
1971 was analysed using 
regression analysis 
(analysis of covariance). 
Number of conference 
attendance for the 
International Association 
of Scientific Experts in 
Tourism (AIEST) during 
1985-1990 was analysed 
using logistic regression 
" Self-administered 
questionnaire 
" Use of 5-point Likert 
Scale 
" Factor analysis and 
agglomerative 
hierarchical cluster 
analysis 
Conceptual paper 
ývva.... aaa. v. +ý 
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Table 2-8 Summary of previous studies in conference decision-making from the 
perspectives of attendees (Continued) 
Authors Aims/Objectives Variables Methods 
To examine the roles of 
Oppermann involvement in the Email surveys (1998) conference participation 
Involvement 
decision-making 
" Self-administered 
survey 
Identify conference " Involve the rating 
Ngamsom and motivation, 
facilitators and " Motivations scales of 51 items of 
Beck (2000) inhibitors that influence " Facilitators measuring 
conference participation " Inhibitors motivations, 
decisions facilitators, and 
inhibitors 
" Factor analysis 
Have a better . Important conference understanding of the attributes Interviews with Deery, Jago, and decision-making of 
. Expectations international conference Sokolich (2000) international delegates in 
0 Role of destination attendees attending conferences and 
conventions 
" Travel behaviours 
Rittichainuwat, Examine the motivations, " Conference Self-administered 
Beck and Lalopa 
inhibitors, and facilitators motivations mail surveys 
(2001) that influence conference " Conference inhibitors " Factor analysis with 
participation decisions " Conference descriptive statistics 
facilitators 
As reported in the above table, the majority of previous research in the conference 
industry has mainly focused on identifying attributes or factors that influence the 
attendees' participation choices (Oppermann and Chon, 1997; Oppermann, 1998; Var et 
al, 1985; Ngamsom and Beck, 2000; Grant and Weaver, 1996). Only one study has 
attempted to conceptualise the conference participation decision-making process 
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(Oppermann and Chon, 1997). The following sections detail the attributes or factors that 
were identified by the previous studies as having influence in attendees' conference 
decision-making choice. 
Previous studies largely focused on the motivations of attending a convention 
(Oppermann, 1998; Var et al, 1985; Ngamsom and Beck, 2000; Grant and Weaver, 
1996). The first motivation is closely related to professional-related motivations. These 
motivations include keeping up with changes in the field, developing new professional 
relationships, hearing well-known speakers, presenting papers to colleagues, and 
establishing reputation in the field (Opperman, 1998; Ngamsom and Beck, 2000). 
The second type of motivation that attracts people to attend a convention is directly 
related to the destination/recreation/social factors (Grant and Weaver, 1996; Deery et al, 
2000; Ngamsom and Beck, 2000). The examples are having the opportunity to travel to 
the meeting site, informal recreational facilities, the beauty of location, and visiting 
friends and relatives. However, the literature also recognised that for some delegates the 
destination has no effect or irrelevant, as the content and networking opportunities are 
more influential, and they would attend the convention wherever it is held (Deery et al, 
2000). 
Other influential variables are associated with situational constraints (inhibitors) and 
facilitators. The most often cited situational constraints are financial and temporal related 
factors (Oppermann, 1998). Oppermann and Chon (1997) argued that financial situation 
of potential association convention attendees, availability of travel funding, time 
availability and the timing of the convention are influential in participation decision- 
making choice. Similarly, the work by Witt, Sykes and Dartus (1995) addressed that 
travel cost, conference fees, and income are the key factors influencing conference 
attendance. It was found that an increase in income leads to higher level of attendance but 
the travel cost and conference fees were found to be negatively related to the level of 
attendance. Var et al (1985) and Oppermann (1998) also pointed out that the common 
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reason for not attending a convention is the lack of funding and time. Another inhibiting 
factor that discourages people from attending a convention is associated with destination 
perception, the perceived risk of safety, inconvenience, and unfamiliarity with overseas 
destination and insecurity at overseas destinations (Ngamsom and Beck, 2000; Deery et 
al, 2000). 
However, there are various situational variables that help to facilitate the participation in 
international conferences easier (Ngamsom and Beck, 2000). These facilitators are the 
deals on overseas package (airfare, accommodation, and gain currency exchange), 
opportunities to do activities with family at overseas destinations, easy access to a 
destination, and the covered travel expenses from their employers. 
In addition to these, Oppermann and Chon (1997) also suggest that the nature and 
complexity of the participation decision-making process may vary depending on the level 
of conference experience of the potential participant. Novices are those who have little 
experience attending a convention, while there are others who participate every year. It is 
thus possible to assume that the decision-making process among these individuals with 
varying convention experience could be notably different, and more empirical studies 
need to be conducted. 
Oppermann and Chon (1997) also recognised the effects of convention experience on the 
participation decision-making process of potential delegates. The more satisfied a 
participant is with a convention, the more likely that they will place more value on the 
particular association meeting over others when making a decision in a future. The 
opposite is true when people have a negative experience with a conference. 
The involvement with the association is strongly and positively related to the members' 
decision to attend a convention (Oppermann, 1998). Degree of involvement is defined as 
the level of perceived personal importance and/or interest evoked by a stimulus within a 
specific situation (Antil cited in Engel, Blackwell and Miniard, 1995). From his study, 
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Oppermann (1998) confirmed that highly involved members had a higher participation 
rate despite the fact that they hold membership slightly in more associations than the 
medium and low involvement members. The level of involvement with a particular 
association is also possibly related to brand loyalty. This is because it seems that a highly 
involved member is also more loyal to a particular association, and subsequently more 
likely to decide to attend an annual convention of that particular association than others. 
Obviously, much of the past studies concentrated on the identification and rating of the 
factors that influence the association delegates' participation choices, and very few 
studies attempted to study the decision-making process itself. There was only one study 
by Oppermann and Chon (1997) that proposed the model of Conference Participation 
Decision-Making Process. Their model is quite similar to the general tourism destination 
selection process and is recognised as one of the early attempts to conceptualise 
conference participation decision-making. In their model, the participation decision- 
making process is influenced by personal/business factors, association factors, locational 
factors and intervening opportunities. They also noted that empirical investigations of this 
model are needed to test validity of the model. However, it is not clear on which 
consumer behaviour decision-making theory (see next chapter) this model was based. 
With the exception of the study by Grant and Weaver (1996), these studies seem to 
assume that there is one single way of how conference decision-making is carried out and 
people would be similar in terms of the way they make a decision to participate in a 
conference as well as the factors that influence such decision. Nevertheless, Grant and 
Weaver (1996) were the first to recognise that people may be different in the way they 
approach conference decision-making as they found that individual characteristics such 
as age, income level and career stage influenced motivations and the participation 
decision-making process. It seems that those who enjoy conferences for networking 
opportunities are middle aged individuals who are in the mid-salary range. On the other 
hand, the cluster of those enjoying conferences for education opportunities consists of 
younger individuals with the low to medium income level. In the third cluster, those who 
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enjoy conferences for leadership opportunities are older individuals with higher income 
level. However, Grant and Weaver (1996) did not directly examine the decision-making 
process of those clusters; hence the conference decision-making of attendees with 
different profiles is yet to be examined in greater details. 
Also, note that since developing the research design of this study, more research has 
recently been completed and this recent work will be discussed in the Discussion chapter 
after the findings of the main study are presented. 
2.4 CONCLUSION 
A number of issues have emerged from the review of the literature in conference 
decision-making. Firstly, it seems that much of the past research focused mainly on the 
factors that were thought to be influential in conference choices but very few has studied 
at the conference decision-making process itself. In addition, although the pioneer model 
by Oppermann and Chon (1997) may intend to depict the conference decision-making 
process, the model still focused on summarising the attributes or factors. Also, it is 
unclear on which theoretical framework the model was based, and the model is yet to be 
tested empirically. Therefore, a strong theoretically based research that focuses more on 
the conference decision-making process and the factors influencing the nature of 
conference decision-making is very much needed. 
Secondly, even though the study by Grant and Weaver (1996) was the first to recognise 
that there may be difference in how people make a conference decision, the majority of 
the past studies in the conference literature tend to assume that there is one single way of 
conference decision-making. Given that there is a few existing studies in the areas of 
conference participation decision-making, an exploratory study into the decision-making 
process of conference attendees is thus needed in order to provide much needed insights 
into the conference decision-making process, and assist in finalising the conceptual 
framework (s) and the hypotheses for the main study. 
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Chapter 3 Consumer decision-making theories 
Chapter 3 Consumer decision-making 
theories 
3.1 INTRODUCTION 
This chapter reviews the literature on theories of consumer decision-making process. 
Firstly, it discusses the generic consumer decision-making process model. Next, it 
provides the comprehensive reviews of theories of information processing, problem- 
solving, and consideration set. An emerging issue from these reviews is discussed. At the 
end of the chapter, a generic framework of conference participation decision-making is 
proposed. 
3.2 CONSUMER DECISION-MAKING THEORIES 
Consumer behaviour is the field of study that integrates knowledge from other fields such 
as social psychology and behaviour sciences to form its relating theories. Not 
surprisingly, many theories relating to consumer decision-making process are drawn or 
based from the knowledge of behavioural sciences, economics, and etc. Among these 
theories are the rational choice theory, information processing theory, problem-solving 
theory, theory of reasoned actions, theory of planned behaviour, and consideration/choice 
set theory (Bettman, Luce and Payne, 1998; Foxall and Goldsmith, 1994; Howard and 
Sheth, 1969; Peter and Olson, 2004; Fishbein, 1980 cited in Peter and Olson, 2004; Ajzen 
and Driver, 1992; Narayana and Markin, 1975; Spiggle and Sewell, 1987). They are 
particularly important theories as they form the basis of the generic model of consumer 
decision-making (Peter and Olson, 2004; Solomon, Bamossy and Askegaard, 1999; 
Armstrong and Kotler, 2005; Assael, 1984). 
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3.2.1 Generic Consumer Decision-making Process Model 
This section gives a brief discussion of the Generic Consumer Decision-making Process 
model commonly mentioned in consumer behaviour textbooks. Figure 3-1 shows the 
generic consumer decision-making process model. 
Figure 3-1 Generic Consumer Decision-making Process Model 
Need 
recognition 
Search for 
information 
Pre-purchase of 
evaluation of 
alternatives 
Purchase 
Consumption 
Post-consumption 
evaluation 
Divestment 
Source: Blackwell, Miniarct and t1ngei ýZuuo), p. /u 
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The above model consists of seven major stages that are need recognition, search for 
information, pre-purchase evaluation of alternatives, purchase, consumption, post- 
consumption evaluation, and divestment (Blackwell et al, 2006). The process starts when 
a consumer perceives the difference between his/her current state of affairs and the ideal 
state. This is when a person realises the existence of a problem to be solved, for example 
a person realises that there is a problem when his/her car is broken down (Solomon et al, 
1999). The next stage, the information search occurs when a person seeks relevant 
information about potential solutions to the problem from various sources both external 
environment and his/her stored knowledge. After that, the evaluation of competing 
alternatives will take place; choice criteria will be developed to aid the selection of the 
best alternative. The next stage is when a consumer makes a purchase decision. Lastly, 
after the product consumption, a consumer will re-evaluate the results of the decisions. 
3.2.2 Rational Choice Theory 
From this theory, it is assumed that a buyer is a rational decision-maker with well defined 
preferences that do not depend on the characteristics and descriptions of each alternative. 
The theory also suggests that a human has the ability to calculate and weight each option 
to find out the option that yields the greatest utility, and selects it accordingly (Bettman et 
al 1998). 
However, this theory has been widely challenged by the information processing theorists 
that argued that consumers do not always behave rationally when making decisions 
(Nicosia, 1966 cited in Sirakaya and Woodside, 2005; Howard and Sheth, 1969). 
3.2.3 Theory of Reasoned Action 
Another theory that forms a foundation for the recent consumer decision-making process 
models is the theory of reasoned action, proposed by Fishbein 
(1980 cited in Peter and 
Olson, 2004). The theory of reasoned action is based on the proposition that attitude 
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alone may not be strongly related to specific behaviour, but another variable is a better 
predictor, the behaviour intention. The theory proposes that a reasonably complex and 
voluntarily behaviour is determined by the intention to perform the behaviour. The theory 
of reasoned action comprises of four elements: attitude toward behaviour, subjective 
norms, intention, and behaviours. The formal structure of the model is presented as: 
B-B I= Aact (wl) + SN(w2) 
where B=a specific behaviour 
BI = consumer's intention to engage in that behaviour 
Aact = consumer's attitude toward engaging in that behaviour 
SN = subjective norms regarding whether other people want the 
consumer to engage in that behaviour 
wl and w2 = weights that reflect the relative influence of the Aact and 
SN component of BI 
The major proposition of this theory is that the attitude toward the behaviour and 
subjective norms determine the behaviour intentions, and intentions subsequently affect 
the behaviour. Attitude is the overall evaluation of performing the behaviour, while 
subjective norms are normative beliefs, the perceptions of what other people want one to 
do and the motivation to comply with the expectations of these other people. Although 
the combination of these two components influences the intention, their influences vary 
from one situation to another. For example, when a consumer chooses what dress to wear 
for a party, the subjective norms (what other people think what he/she should do) is more 
important than the attitude toward behaviour. In sum, this theory proposes that before one 
acts on something, one starts from forming an attitude toward the certain behaviour and at 
the same time considering about what other people think about it. After that, the intention 
to do or not to do will be created, and then it leads to certain behaviour. 
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3.2.4 Theory of Planned Behaviour 
Derived from the theory of reasoned action is the theory of planned behaviour proposed 
by Ajzen and Driver (1992). A central factor in the theory is the individual's intention to 
perform a given behaviour. They are assumed to capture the motivation factors that 
influence behaviour. They become the indications of how hard people are willing to try, 
of how much effort they are planning to exercise in order to perform behaviour. Similar 
to the theory of reasoned action, the theory of planned behaviour proposes that there are 
three determinants that influence people's intention. They are attitude toward the 
behaviour, subjective norms, and perceived behavioural control (Ajzen and Driver, 
1992). The attitude toward the behaviour is defined the evaluation of the behaviour 
varying from favourable to unfavourable. The second predictor of the intention is the 
subjective norms, perceived social pressure to perform or not to perform the behaviour. 
The predictor, not previously included in the theory of reasoned action is the perceived 
behavioural control. It refers to the perceived ease or difficulty of performing the 
behaviour, and it is assumed that this is affected by the previous experience and the 
anticipations of potential obstacles and impediments. Based on this theory, the more 
favourable the attitude and subjective norms in relation to a behaviour, the stronger 
should be the intention to perform a certain behaviour. 
The intentions then are believed to be an immediate antecedent of actual behaviour. The 
stronger people's intention to conduct in the behaviour, it is likely that people will engage 
in the actual behaviour. However, the possibility that the intention will be carried out 
depends on other non-motivational factors such as the availability of opportunities and 
resources (time, money, skills and etc). 
In addition to these factors, the authors also propose that the perceived 
behaviour control 
has the impact on intentions and actions. According to this theory, intentions and 
perceived behavioural control can be used directly to predict the 
behaviour. The rationale 
is that people with stronger beliefs that they could excel at the 
behaviour, they would 
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likely to try to do the task. For example, between two different persons with the same 
level of intention to learn ski, one who is believed to persevere in doing so is the one with 
stronger confidence in doing so. 
3.2.5 Problem-solving Approach 
In the problem-solving approach, consumer decision-making is a goal-directed, problem- 
solving process. Consumers perceives a problem because they have unmet needs or wants 
such as a desire for a car, hence they have to make decision about which behaviours they 
have to do in order to fulfil or solve their problems (Peter and Olson, 2004). Although the 
problem-solving process perspective places much emphasis on evaluation of alternatives, 
it is not much different from the information processing approach as both theories have 
the elements of information acquisition and processing (Hansen, 1972). 
One of the consumer decision-making models adopting the problem-solving process is 
proposed by Peter and Olson (2004). The model consists of three elements in the 
consumer decision-making process: problem representation, integration processes, and 
decision plans. 
Peter and Olson (2004) suggested that once identified, the existence of unmet needs or 
problems, customers have to interpret or represent the various aspects of problems. The 
problem representation serves as a decision frame, a perspective through which the 
decision maker views the problem and the alternatives to be evaluated. Consumers can 
interpret their problems by identifying the end goals or desired consequences they want, 
arranging a set of sub-goals organised into a goal hierarchy, obtaining relevant product 
knowledge, and establishing a set of simple rules or heuristics to assist them in 
evaluating, integrating the product knowledge, and making a choice. The end goals and a 
set of sub-goals arranged in a hierarchy are much related. The end goals could be 
specific, general and non-specific, but they are the basic consequences, needs, or values 
that consumers want to satisfy. They can range in terms of specificity from a need for 
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food to a desired consequence to feel privileged. When an end goal is general, like 
wanting to feel important or powerful, in order to solve these unmet needs a consumer 
has to break the general goal into a set of sub-goals like breaking the big problem into 
smaller problems. For example, when one wants to buy a car, he/she has to deal with 
many smaller problems such as which dealers to visit, time to visit, how much to pay, and 
etc. (Peter and Olson, 2004). 
The second element in the Peter and Olson's decision-making model is the integration 
process. It is defined as the process concerning how customers combine knowledge to 
form an overall evaluation of products, objects and behaviours, and to make choices 
among alternatives, such as make a purchase (Peter and Olson, 2004). Consumers can 
achieve both tasks by two ways, either following the formal integration strategies or 
relying on the simple rules, called heuristics. Two categories of the formal integration 
strategies are compensatory integration and non-compensatory. In the compensatory 
integration strategies, consumers attempt to think of both positive and negative 
consequences of making a choice, and try to balance the positive with the negative. On 
the other hand, non-compensatory processes inhibit the compensation between the 
negative consequences with the positive consequence. The lexicographic integration 
strategy, one of the non-compensatory strategies involves the consideration of one choice 
criteria, thus if fails to pass the criteria, a particular product will not be considered despite 
the existence of many other positive aspects of the product. 
Although it is suggested that consumers may involve the use of many formal integration 
strategies, consumers tend to use simpler strategies when forming an overall evaluation 
about a product called simple rules or heuristics (Peter and Olson, 2004). Examples of the 
simple rules or heuristics are the beliefs about always going to A store if want to buy a 
stereo, always buying the same thing, or relying on advices from friends and relatives. 
The decision plans, the last element of the Peter and Olson's model is the final output of 
the process of identifying, evaluating and choosing among alternatives during the 
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problem-solving process. They consist of one or more than one behavioural intentions, 
and they can range in terms of specificity and complexity. Although having a decision 
plan increases the likelihood that a consumer will act on the intention, it might not always 
be the case under certain circumstances such as when confronting the limited financial 
constraints. 
Peter and Olson (2004), and Blackwell, Miniard and Engel (2001) also recognised that 
consumer decision-making process may not always follow the sequence suggested by the 
model and the amount of efforts consumer put into the problem-solving process varies 
from virtually none to very extensive. The differences of these problem-solving efforts 
result in three variations of the consumer decision-making including habitual (routine), 
limited, and extensive decision processes. In the extensive decision-making, consumers 
might search a lot of information from various sources, but their search efforts reduce to a 
moderate level to none if the purchase involves products with little involvement such as 
grocery products. 
The major influential factors in determining the levels of problem-solving efforts are the 
end goals, level of involvement, consumer's knowledge about choice alternatives and 
choice criteria, and environmental factors (Blackwell et al, 2006). The type of goals 
consumers attempt to satisfy also affect on how they solve their purchase problems. For 
example, most people want to have the best holiday experience, as a result they are likely 
to engage in the extensive search for information, consider many alternatives in the 
choice set, and use a combination of many formal integration strategies to make the best 
purchase decision. However, if a consumer wants to maintain the basic needs such as a 
need for food, their problem-solving efforts are considerably much lower than the former 
case. The level of involvement and product knowledge also affect the problem-solving 
efforts. For example, if a first-time car owner usually have a high level of involvement 
but little knowledge about a car, thus they are likely to engage in the extensive decision- 
making process. In contrast, grocery shopping is usually done in the habitual decision- 
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making process since most shoppers pay low involvement for it and already know much 
about products. 
3.2.6 Information Processing Theory 
Another consumer decision-making process theory that supports the notion that 
consumers do not always behave rationally when making decisions is information 
processing theory. The pioneer works by Nicosia (1966 cited in Sirakaya and Woodside, 
2005), Engel, Kollat and Blackwell (1968 cited in Sirakaya and Woodside, 2005), and 
Howard and Sheth (1969) are the foundations of other models developed in the recent 
time. 
Underlying these models is the assumption that the consumer decision-making process is 
very much the mental information processing. Information plays an integral part in the 
consumer decision-making process as consumer behaviour is largely shaped by 
information they receive. At the pre-purchase stage, consumers usually engage in an 
extensive search for the information, after that information will be processed and 
transformed into attitude and intention about the particular product. Attitude and 
intentions, in turn determine brand choice and related aspects of purchase and 
consumption. This sequence of this model assembles an elaboration of cognition-affect- 
conation hierarchy proposed by mechanistic model response to advertising (Foxall and 
Goldsmith, 1994). 
Foxall and Goldsmith (1994) provide the summary of what consumer would 
do when 
making a purchasing decision from the information processing perspective. 
The details 
are as follow: 
9 Consumer would receive information from various sources in the environment 
such as information from advertisement 
" Consumer interprets this information according to 
his/her experience, opinions, 
personal goods, personal characteristics and social positions 
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" Consumer then searches for additional information to clarify the want and the 
need 
" Consumer evaluates alternative brands available to satisfy his/her needs and wants 
" Attitudes, beliefs and intentions will be developed that would determine whether a 
purchase takes place. 
9 If a purchase takes place, consumers would re-evaluate attitude and intentions in 
the light of the satisfaction engendered by consuming the product, and 
" New attitudes and intentions would be stored in mind for future reference. 
Although it may seem from the summary above that the information processing theory 
also assumes that consumer would act rationally when making a purchase decision, the 
information processing supports bounded rationality, recognising that decision-makers 
have limited capacity for processing information in terms of working memory and 
computational abilities. Also, it also acknowledges the effect of task environment in the 
consumer decision-making process. 
Similarly, the Howard and Sheth's model (1969) also acknowledged that many elements 
in the decision-making would change as a result of repetitive nature of buying behaviour 
thereby affecting the search and information processing behaviour of a consumer. They 
also pointed out that decision-making processes range from extensive problem-solving, 
limited problem-solving and routine response behaviour. These differences in the level of 
problem-solving efforts highlight that consumers are not always behaving rationally or in 
predicted sequence as suggested in the generic model of consumer decision-making 
process. In extensive problem-solving, a predisposition toward brands is low, 
consequently it is unlikely for consumers to develop strong preferences toward any brand. 
Also, consumers have little knowledge about a product and brand ambiguity is high, 
consequently they are unable to discriminate brands and hence have to engage in the 
extensive search for information and take more time to make a decision. 
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In limited problem-solving, predisposition towards brands is moderate, and brand 
ambiguity may exist but at lesser degree than in the extensive problem-solving. Here, 
consumers are able to develop decision criteria and there are fewer numbers of brands are 
in the evoked set (Howard and Sheth, 1969). 
On the other hand, Howard and Sheth (1969) argued that when a predisposition is high, a 
buyer's decision process is one of the routine response behaviours. Here, consumers 
would be exposed to a large amount of information and engaged in purchase experience 
of the relevant product. As a result, they would not have brand ambiguity, but they can 
develop decision criteria and have s strong preference or predisposition toward a brand. 
Therefore, they do not actively engage in the search for information and consider a few 
brands in the evoked set. 
3.2.7 Consideration Set Theory 
The consideration set theory was first introduced by Howard (1963 cited in Narayana and 
Markin, 1975), later elaborated by many authors such as Howard and Sheth (1969), 
Narayana and Markin (1975), Wright and Barbour (1977), and Spiggle and Sewell 
(1987). It has now received much attention from marketing scholars and widely studied 
in traditional marketing and other fields such as hospitality and tourism (Crompton, 1992; 
Crompton and Ankomach, 1993; Crompton and Love, 1995; Morgan, 1991; Oorni, 2003; 
Fesenmaier and Jeng, 2000). 
The theory is concerned with how people select, narrow down alternatives into a 
manageable number and eventually choose one in preference to another, called the 
consideration set theory (Solomon et al, 1999). According to this theory, when dealing 
with a complex decision or involving many alternatives a consumer is likely to employ a 
decision process which can be represented by phased decision rules. With these rules, the 
consumers firstly filter available alternatives (elimination phase) and then undertake 
detailed analysis of the reduced set (choice phase) (Roberts and Lattin, 1991). The theory 
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is, however, applicable when two conditions are present. The first condition is that the 
purchase task is a new or modified task that requires a consumer to search for information 
and evaluate alternatives. The second condition is that the purchase involves some degree 
of perceived risk and implies consumer involvement (Spiggle and Sewall, 1987). 
Initially called "evoked set", the concept of the consideration set has been proliferated 
with a wide use of different terms and definitions. Howard and Sheth (1969) defined it as 
the brands that consumers would consider for a purchase. According to them, there are 
two conditions for inclusion of a product in a consumer's consideration set which are that 
consumers must be aware of the products and they must have some intentions to purchase 
products (Howard and Sheth, 1969). Belonax (1979) referred it to the brands acceptable 
to the consumer. Hauser and Wernerfelt (1990) referred to it as brands that consumers 
consider seriously when making a purchase and/or consumption decision. Sinha (1994) 
referred to the consideration set as a cluster of brands that consumers retrieve from 
memory and/or the external environment, and deliberate on, prior to a buying decision. 
The consideration set is also defined as goal-satisfying brands/services that are salient or 
accessible at a particular time (Shocker, Ben-Akiva, Bocaara and Nedungadi, 1991). 
Similarly, Nedungadi (1990, p. 264) defined consideration set as "the set of brands 
brought to mind on particular occasion". Similarly, Olshavsky (1994) defined 
consideration set as the accessible sets that are purposefully formed and consist of 
alternatives accessible on a particular occasion. 
3.2.7.1 Consumer Choice Process: Brand Consideration and Brand Choice 
In consideration set literature, the process of forming consideration set and making the 
final decision is viewed as phased decision rules or strategies that involve the sequential 
use of at least two different rules when coping with many choice criteria (Roberts and 
Lattin, 1991; Parkinson and Reilly, 1979; Brisoux and Laroche, 1981; Chakravarti and 
Janiszewski, 2003; Myers, 1979; Brisoux and Laroche, 1981; Laroche, Kim and Matsui, 
2003). It is possible to assume that at the initial stage consumers have to decide which 
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brand to consider by applying certain decision rules, and once the purchase situation 
arises consumers would apply another strategy or the same strategy to the elements of the 
consideration set to make a final choice. 
Lussier and Olshavsky (1979) proposed a two-step of elimination model with the uses of 
decision rules and also recognised that not all decisions need to follow the two-phased 
stage if the number of alternatives in the consideration set is small. Figure 3-2 and 3-3 
illustrate this two-step model. 
Figure 3-2 Step 1 of the Two-Step Elimination Model: Non-Compensatory 
Elimination Phase 
Goals and 
attribute 
* objectives 
No 41 
No Review the brands, 
Yes Subject has assess differences, Number of discriminant assess importance Start brands on criteria for of attribute and display (3) reduction of the select discriminant 
set attribute 
Elimination of 
Conjunctive brands not 
model meeting 
requirements 
No Is the reduced 
set small 
enough? 
Yes 
Source: Lussier and Olshavsky (1979), p. 160 
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Figure 3-3 Step 2 of the Two-Step Elimination Model: Compensatory Evaluation 
Phase 
No 
Compare One brand Reassess the Select two brands on clearly significance brands for different dominates? of differences 
comparison attributes 
Select Drop less 
superior significant 
brand (retain) differences 
Pick one 
brand for Yes Any brand 
comparison left for 
with retained consideration brand 
No 
Terminate 
Source: Lussier and Olshavsky (1979), p. 161 
Lussier and Olshavsky (1979) found that number of alternatives affect types of choice 
strategies used in the choice process. On one hand, when the number of alternatives is 
large (more than 3), respondents used the two-step approach of firstly eliminating 
unsatisfactory alternatives, followed by evaluating and making a final choice. On the 
other hand, when dealing with a small number of alternatives, respondents would skip the 
first step of elimination phase and start at evaluation process by using compensatory 
decision/choice strategies. This finding is consistent with Bettman (1979) who noted that 
the use of phased decision strategies (rules) with the elimination and choice phases is 
more applicable when the number of alternatives is large. Simple decision rules may be 
used when there is a small number of the alternatives and when the decision process is 
habitual in nature. 
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In addition to the number of alternatives being considered, Lussier and Olshavsky (1979) 
also suggested that familiarity or knowledge with brands also influences the choice 
process and selection of choice strategy. For unfamiliar products, alternatives might be 
evaluated in a two-phased manner. In contrast, when dealing with familiar products other 
factors such as knowledge, beliefs, and attitude could greatly influence the choice 
process. 
3.2.7.2 Size of Consideration set and the determinant factors 
As Lussier and Olshavsky (1979) found that number of alternatives affect the ways 
decision-making may be carried out, thus size of consideration set can also have effects 
on the choice process. The size of consideration set is defined as number of products in 
the set (Desai and Hoyer, 2000). Previous studies examined on the size of the 
consideration set and found the factors that were correlated to the size of consideration 
set (Reilly and Parkinson, 1985; Maddox, Gronhaug, Homans and May, 1978; Belonax 
and Mittelstaedt, 1978; Belonax, 1979; May and Homans, 1977; Divine and Page, 1994; 
Roberts, 1989; Aurier, Jean and Zaichkowsky, 2000; Johnson and Lehmann, 1997; Punj 
and Srinivasan, 1989; Wirtz and Mattila, 2003). 
For example, Gruca (1989) suggested that previous works in the size of consideration set 
can be grouped into two groups that studied the effects of characteristics of consumers, 
and characteristics of products on the size of consideration set. Reilly and Parkinson 
(1985) found the relationship between the size of consideration set with brand loyalty, 
education and family size. Gruca (1989) proposed that a risk averse consumer should 
have a smaller evoked set than others since he/she tends to repeatedly purchase an 
acceptable brand in order to avoid making a mistake by purchasing an unknown, possibly 
unsatisfactory brand. Prior research also supported the relationship between a person's 
purchase experience and the consideration set size (Aurier et al, 2000; Johnson and 
Lehmann, 1997; Punj and Srinivasan, 1989; Wirtz and Mattila, 2003). Other variables 
that are related to the size of consideration set include choice criteria (Belonax and 
40 
Chapter 3 Consumer decision-making theories 
Mittelstaedt, 1978; Belonax, 1979; May and Homans, 1977), information gathering 
(Maddox et al, 1978), and types of involvement (Belonax and Javalgi, 1989). 
3.2.7.3 Formation and Stability of Consideration Set 
In terms of the stability of consideration set, Klenosky and Rethans (1988) emphasised 
that when the consumer's goal is a familiar one, consumers can retrieve from their 
memory and form a choice set because the choice category is likely to fairly well- 
established in memory. In contrast, when the consumer's goal is an unfamiliar one, he/she 
has to construct a choice set because they have not yet established a choice category in 
memory. Similarly, Hulland (1992) suggested that when consumers made more choices, 
there is a tendency that number of previously chosen alternatives included in their 
consideration sets grew with no change to the sizes of their sets. Gruca (1989) also 
provided empirical supports to the notions that there is a strong likelihood that previously 
chosen product will enter into the consideration set on latter purchase occasions. 
Other authors also supported the notion that consideration set tends to be more stable as 
prior experience (in terms of purchase and information exposure) with products increase 
(Gruca, 1989; Klenosky and Rethans, 1988; Mitra, 1995). For example, Mitra (1995), 
using a computer-based longitudinal experimental design, studied the effects of adverting 
on the stability of consideration set and found that when exposed to more information 
about a given product consumers would be able to identify brand-utilities of different 
brands, discriminate between brands, develop preferences for a certain number of brands, 
and result in developing a more relatively stable consideration set. 
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3.3 VARIATIONS IN DECISION-MAKING PROCESS 
One of the emerging themes from the review of literature in information processing, 
problem-solving, and consideration set theory is that decision-making process does not 
always have the same pattern and there are contingent factors that may shape the way 
decision-making is carried out (Howard and Sheth, 1969; Peter and Olson, 2004; 
Blackwell et al, 2001; Olshavsky and Granbois, 1979; Hoyer, 1986). Table 3-1 
summarises the influential factors in consumer decision-making identified by past 
research in consumer decision-making theories (consideration set, information 
processing, and problem-solving), and conference and meeting market. 
Table 3-1 Summary of factors affecting consumer decision-making from consumer 
decision-making process theories, and conference-related literature 
Generic factors Conference Consideration Set 
Information 
Processing and literature Theory 
Problem-solving 
Information 
Individual 
characteristics: 
Number of End goals 
Income alternatives 
Individual characteristics: 
Individual Number of Choice 
Knowledge about 
Age characteristics: criteria choice alternatives Career stage and choice criteria 
Inhibitors: Availability of Motivations Awareness Set Size Environmental funding factors 
Inhibitors: Travel cost 
Inhibitors: Product Knowledge 
Accessibility 
Prior experience with Inhibitors: Information 
product (conferences) Availability of time Processing 
Level of involvement with Facilitators Perceived risk an association 
Brand loyalty Length of Membership 
Types of Problem-solving 
Source: Author 
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For example, the theories of information processing and the problem-solving supported 
that consumer decision-making process does not occur in a linear fashion as commonly 
implied in the generic consumer decision-making process model. Not all consumers 
would approach decision-making in the same way as they do not have the same level of 
information processing capacity (working memory and computational abilities), and 
many elements in the decision-making would also change as a result of repetitive nature 
of buying behaviour (Howard and Sheth, 1969; Foxall and Goldsmith, 1994). Similarly, 
the literature also pointed out that there are situations when the decision-making process 
is shorter. According to these literatures, variations in the decision-making process could 
range from extensive decision-making, limited decision-making to habitual/routine 
decision making (Howard and Sheth, 1969; Peter and Olson, 2004; Blackwell et al, 
2001). 
In addition, Olshavsky and Granbois (1979) also challenged the generic model of 
consumer decision-making process. According to them, not only decision-making process 
could be routinised but there are many situations where a purchase could occur without 
being preceded by any decision-making process at all. For example, some purchase is 
done because of the necessity; purchases can be done as a result of imitation of others or 
the recommendations of others. They further argued that if a purchase does involve any 
pre-purchase decision-making process, the process would be limited in many ways. It 
would involve the evaluation of few alternatives, little information search, few evaluation 
criteria and so forth (Olshavky and Granbois, 1979). Hence, the assumption that 
consumers would always engage in an extensive decision-making process could be used 
to explain only certain types of purchase behaviours. However, they allowed the 
possibility that for some purchases a combination of choice and non-choice purchase 
strategies or `hybrid' strategies can be used simultaneously, for example word-of-mouth 
could be used together with some information search and evaluation (Olshavky and 
Granbois, 1980, p. 334). The nature of decision-making process and purchase strategy 
used would depend on consumers and task environment variables characterising a 
purchase situation at hand. 
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Similarly, Hoyer (1986) argued that not all decision-making process would be the same 
as this depends on the individual consumers and the environment. Consumers are reactive 
to the environment and this subsequently affect types of decision strategies or tactics they 
would use in the process of choosing the final alternative. The results of Hoyer's study 
found a strong empirical support that the amount of advertising and the similarity of the 
brands had strong impacts on decision strategies. However, Hoyer (1986) also believed 
that decision-making process is also affected by the internal factors such as post-purchase 
evaluations, product class experience, and individual difference variables. 
In the consideration set theory, Lussier and Olshavsky (1979) recognised that in the most 
complex form decision-making from the consideration set's point of view is a phased 
decision process of elimination phase and choice phase. This involves the sequential use 
of at least two different rules when coping with many choice criteria, and a decision 
process is to be terminated when there is only one brand left and this brand will 
subsequently become a final choice. However, they also suggested that depending on the 
number of alternatives the nature of decision-making process may vary. For example, it is 
possible that consumers combine the elimination and evaluation phase into one phase 
before arriving at a final choice or in the case of very small number of alternatives 
consumers may make a final choice without engaging in any of these two phases of 
decision process. 
In addition to number of alternatives, the consideration set literature also suggested other 
factors that have an effect on the size and stability of the consideration set thereby 
affecting how a decision may be carried out. For example, if they conduct high level of 
information search, it is possible that they have to engage in the two phases of the 
decision process. This is because by engaging in much more information search, their 
base of knowledge is widen thereby more alternatives are known and evaluated before a 
final choice can be made. In addition, if they have limited funding and perceived risks 
associated with a purchase is high; it is likely that they have to engage in the two phases 
of decision-making in order to make sure that they make the right choice. 
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Despite these, the literatures in conference decision are yet to fully recognise that there 
may be different ways of conference decision-making process, because with the 
exception of the study by Grant and Weaver (1996), the majority of the existing studies 
seem to assume that there is one single way of how conference decision-making is carried 
out and people would be similar in terms of the way they make a decision to participate in 
a conference as well as the factors that influence such decision. The study by Grant and 
Weaver (1996) revealed that people with individual characteristics such as age, income 
level and career stage may have different motivations, which in turn affected how they 
may go about making the conference decisions. 
3.4 JUSTIFICATIONS OF USING THEORIES OF CONSIDERATION SET, 
INFORMATION PROCESSING, AND PROBLEM-SOLVING 
Three theories are chosen to frame and guide the study, which include consideration set, 
information processing, and problem-solving. The consideration set theory is an 
appropriate theory to explain the conference participation decision-making as it focuses 
on how an individual narrows down choices before arriving at a final choice. Another 
reason is that choosing conferences to attend may meet two criteria of consideration set 
theory. Firstly, a task should be a new or modified purchase task that requires a consumer 
to search for information and evaluate alternatives. The task should also involve some 
degree of perceived risk and implies consumer involvement. However, consumer 
behaviour is undoubtedly very influenced by the information people receive, thus some 
elements of information processing and problem-solving theories should also 
be 
investigated in the study, particularly the elements of information search behaviour. Also, 
since it is not the focus of this research to study intentions, the theory of planned 
behaviours and theory of reasoned actions are not chosen to provide framework 
for this 
research. 
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3.5 GENERIC FRAMEWORK OF CONFERENCE PARTICIPATION 
DECISION-MAKING BASED ON THEORIES OF CONSIDERATION SET, 
INFORMATION PROCESSING, AND PROBLEM-SOLVING 
When examining these factors that were found to be influential in conference 
participation decisions and consumer decision-making theories (Table 3-1), there are 
similarities in terms of the variables that are believed to have impact on decision-making 
process. These variables are information, age, inhibitor (price/cost and availability of 
financial resources), level of prior experience with products, involvement, brand loyalty, 
and types of problem-solving. The majority of the studies also point out that these 
variables would influence complexity of decision-making process which could range 
from simple (or no consideration set but the final choice), moderate (or consideration set 
only), to complex (or both two-stage of consideration set and choice set). 
Derived from the literature on consumer decision-making theories and conference 
decision-making, a generic framework of conference participation decision-making is 
proposed in Figure 3-4. 
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Chapter 3 Consumer decision-making theories 
From Figure 3-4, the conference participation could be affected by the variables 
identified by both the theories of consideration set, information processing, problem- 
solving, and conference and meeting literatures. These include information about 
destinations, individual characteristics (age), inhibitor (price/cost and availability of 
financial resources), level of prior experience with products, involvement, brand loyalty 
and types of problem-solving. However, the framework also incorporates additional 
variables from the review of conference literature including individual characteristic 
(career stage and income), motivations (destination/leisure and professional-related), 
inhibitors (accessibility and availability of time), facilitators and length of membership 
with a particular association. The main reason for the inclusion of these additional 
variables is that there are empirical evidences to support that these variables indeed affect 
people's decision-making when they contemplate choosing a conference to attend. 
However, the framework does not include some variables that are identified in the 
consumer decision-making theories. This is because although they were found to 
correlate with fast-moving goods, there is yet to be empirical supports that they are 
applicable to services products like conference products. The excluded variables are end 
goals, number of alternatives, number of choice criteria, awareness set size, product 
knowledge, information processing, perceived risk, and effects of situational variables. 
The framework consists of two parts. In the first phase of the decision-making process, 
the focal point is related to whether they are going to attend a conference or not. In the 
second phase, they have to deal with the second decision that is about making a choice of 
which conference to attend. The first phase of conference participation decision-making 
process starts when a potential attendee receives information about several conferences 
and meetings and their associated components (programs, importance of attending 
conventions for professional, social programs, a host destination). After that, he/she has 
to interpret information according to his/her experience, opinions, personal characteristics 
and social positions. Then, they would form knowledge about the conferences and every 
element associated with it. Attitude towards attending a convention is then subsequently 
formed, and the attitude could be related to the importance of attending a convention, the 
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host destination, and etc. If a positive attitude is formed, this would drive people to 
action, in this case a motive to attend a convention. They form the expectations and 
anticipations that are based and learned from past purchase experience. After that, an 
intention is then developed, but whether this leads to some action would depend on many 
variables and in the convention case they are termed inhibitors and facilitators. 
As previously stated that it is only in the general consumer decision-making theories that 
recognise the effects of the individual (person-related) and environment (product-related 
factors) on the variations of how the decision-making may be carried out. In conference 
literature, only Grant and Weaver (1996) briefly examined this issue as they found sub- 
groups of attendees with different profiles and motivations. Nevertheless, they did not 
test and examine the decision-making process of these sub-groups of attendees in greater 
details. Hence, the factors affected the second part of the framework are based on the 
literature in the consideration set, information processing, and problem-solving. 
The second phase of the generic framework deals with the process when an individual 
narrows down choices before arriving at a final choice. As shown in the framework, the 
process of narrowing down choices and making a final decision depends on both personal 
and product related factors and the process of making a choice could vary from extensive, 
limited to routine/habitual problem-solving. For example, individuals with little 
convention experience, being new members to associations, little involvement and loyalty 
to a particular association, they are more likely to engage in the extensive problem 
solving and two-phased decision strategies: elimination and evaluation strategies to 
develop consideration set and choice set before arriving at a choice. 
3.6 CONCLUSION 
Two issues emerged from the review of information processing, problem-solving, and the 
consideration set theories, one of which is that there may be more than one way of 
decision-making process. Secondly, the process of narrowing down alternatives before 
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making the final decision was also very complex in nature and affected by many factors. 
These three theories of consumer decision-making processes were chosen to provide 
fundamental basis for this study. As a result of integrating the literature of consideration 
set, information processing, problem-solving and the conference decision-making, a 
generic framework of conference participation decision-making was proposed with an 
assumption that there may be variations of the model depending on a number of factors. 
However, given that there is a few existing studies in the area of conference participation 
decision-making, an exploratory study into the decision-making of conference attendees 
is thus needed in order to empirically verify the variables mentioned in the model, and to 
finalise the conceptual framework and hypotheses for the main study. 
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4.1 INTRODUCTION 
This chapter discusses the research philosophy that forms the backbone of this thesis. The 
overall research design is outlined, together with the aims and objectives. Details 
regarding the hypotheses of the study are also explained. 
4.2 RESEARCH PHILOSOPHY AND STUDY APPROACH 
The foundation and backbone of any research is a methodology and method (s). 
However, the task may not be done simply as it seems (Gray, 2004). Crotty (1998) 
advocated that there is interrelationship between methodology and methods used, 
theoretical paradigm adopted and the researcher's view of epistemology and ontology. In 
other words, the choice of methods adopted are likely to be influenced by the 
methodology chosen, and at the same time the methodology will in turn be influenced by 
the researcher's theoretical paradigm. Lastly, the theoretical paradigm of the study is very 
much related to the researcher's views of epistemology and ontology. Thus, before 
proceeding to the discussions of methodology and methods chosen for the current study it 
is vital that attention should firstly be focused on the epistemology and ontology that 
shapes how this study was conducted. 
Ontology is defined as "the theory of being and is concerned with what there exists to be 
investigated" (Walliman, 2007, p. 15). Precisely, it focuses on the question of whether 
social entities can be considered as the entities that exist independently, or is affected and 
shaped by the perceptions and actions of the social actors (Bryman, 2008). Two common 
ontological views are objectivism and constructivism. Objectivism views that there are 
social facts out there that exist independently and are beyond the influence of people in 
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the society. On the contrary, constructivism views that there is no social fact out there to 
be discovered, but meanings of the world are rather continually shaped by social actors, 
as it totally relies on social interactions (Gray, 2004; Bryman, 2008). In addition, this 
ontological position also asserts that even researchers' views of the social accounts are 
subject to the social interactions, as they provide specific versions of what the social 
world is, none of which can be regarded as definitive. In constructivism, knowledge is 
"viewed as indeterminate" (Bryman, 2008, p. 19). So far, it may seem that there is 
dividing wall between these two ontological positions and if one opts to select one of 
these positions, he/she may have to be opposed to another. However, Gray (2004, p. 31) 
argued that there is no such a dividing wall between the ontological positions and choices 
of epistemologies, but "a gradual shading of one into another". In other words, it is 
possible to adopt both positions and one of these positions may be preferred to another. 
Closely related is the topic of epistemology which concerns about what should be 
considered as acceptable knowledge (Bryman, 2008). Corbetta (2003) also argued that 
epistemology is not only about `what' to be studied, but also `who' carries out the study 
and the relationship between these two. In his view, epistemology "regards the 
knowability of social reality and, above all, focuses on the relationship between the 
observer and the reality observed" (Corbetta, 2003, p. 12). Answers to these 
epistemological questions depend on which ontological position a person opts to take. If 
one takes the objective ontological view, he/she is likely to think that social world can be 
studied in an objective way without fears of intervening by external causes, and the form 
of knowledge is likely to be deterministic natural laws emphasising on cause and effect. 
Another epistemological related issue concerns whether social world should be studied in 
the same ways and procedures as the natural sciences. Generally, there are two common 
epistemological views, positivism and interpretivism. Positivism paradigm advocates that 
the principles and procedures used to study natural sciences can be applied to the study of 
social world. Durkheim (1895 cited in Corbetta, 2003) is the first sociologist that applied 
the positivist paradigm in social sciences. In his view, the social world can be regarded as 
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things which existed independently and were not affected by people, and should be 
studied in the same way as natural sciences. In addition to this core issue, Bryman (2008) 
also add that positivism entails that knowledge must be tested and confirmed by senses. 
In addition, inquiry needs to be based on scientific observation, objective, and not on 
philosophy speculation. Knowledge would take a form of natural laws based on the 
categories of cause and effect. Both natural sciences and social sciences share common 
methodological and logical principles, therefore both sciences can be studied in the same 
way (Gray, 2004). 
Although this paradigm has long been accepted and adopted, it has widely been 
challenged. Firstly, knowledge and theoretical explanations are not derived just on the 
observation, but it is also theory-laden (Hanson, 1958). In other words, although 
accepting the assumption that reality exists independently from the interactions of the 
social actors, the understanding should depend on a theoretical framework in which it 
takes place and social and cultural circumstances (Corbetta, 2003). In addition, by 
adopting positivism, the results of a study tends to be presented as objective facts or truth, 
but Popper (1968) argued that a theory cannot be proved just by multiple observations. 
He also argued that a theory can only be proven to be false as observations can only lead 
to falsification or discarding of theory or the creation of unfalisfied theory. 
Some of these critics, together with the realisation of the limits of the positivist paradigm, 
led to the revision of the paradigm throughout the twentieth century. Hence, traditional 
positivism has given way to post positivism (Corbetta, 2003). In post positivism, two 
assumptions are still maintained, namely the existence of a social world independent of 
people's influences, and the role of empirical observations in understanding the world. 
But several assumptions have been revised, one of which is that knowledge is not viewed 
in deterministic manner but in imperfect and probabilistic manner. The concept of 
falsification has been introduced as a criterion for empirically validating the theories. In 
other words, if it is demonstrated that the data are not contradictory to the hypotheses, 
then it can be concluded that the data and theory are merely matched. In short, theories 
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can never be definitely proven as one case of incompatibility would prove it to be false 
(Corbetta, 2003). Additionally, the empirical observation should be theory laden 
(Corbetta, 2003). However, post positivism has maintained the goals of discovering facts 
(but open to revision), explanation and generalisation. In terms of methodology, the 
operational procedures including the data collection, the measurement of variables and 
statistical analyses remain unchanged, while there is an increasing evidence of the use of 
qualitative methods in post positivism works (Corbetta, 2003; Bryman, 2008). 
The second epistemological view, which has rather opposing views to the positivism, is 
interpretivism. It is the view that looks for "culturally derived and historically situated 
interpretations of social life-world" (Crotty, 1998, p. 67). It regards subject matters of 
social world as fundamentally different from natural sciences and should not be studied in 
the same manners. Furthermore, social reality cannot be simply observed but needs to be 
interpreted and thus its emphasis is on interpreting and understanding human behaviours, 
whereas the positivist approach is concerned with finding explanations of human 
behaviour (Bryman, 2008). Being closely related to constructivist ontology, knowledge is 
not operated outside the influence of people and researchers, and in fact researchers have 
to sort, analyse data, and interpret meanings of social world attributed by individuals in 
the society (Bryman, 2008). 
It is widely accepted that certain kinds of methodology and methods are closely related to 
a particular epistemology and ontology, particularly positivist with quantitative methods 
and interpretivist with qualitative methods. However, Bryman (2008, p. 588) argued that 
"the connections are not always deterministic" and the connections between the 
epistemology and ontology with particular research methods should be viewed as 
tendencies rather than the definitive connections. 
Similarly, Bryman (2008, p. 593) advocated that research methods are much more `free- 
floating' in terms of epistemology and ontology that is often supposed. The use of mixed 
research could be as legitimate as the use of a single research method with a strong 
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connection with a particular epistemology and ontology. Mixed research methods, 
research that combines qualitative and quantitative research in a single study, have 
increasingly become more common in the social sciences research (Bryman, 2008; 
Creswell and Clark, 2006). Although Bryman (2008) explicitly stated that mixed research 
methods are not superior to a mono-method research, there are benefits of combining the 
quantitative and qualitative research methods in a single study. Some of these are to 
triangulate the study's results, offset the weaknesses and draw on the strengths of 
quantitative and quality research methods, achieve a more comprehensive and complete 
view of the issues being studied, use the results obtained from one method to design an 
instrument used in the subsequent stage of the study, generate hypotheses by one method 
and confirm the results by another method, and to name a few (Bryman, 2008; Creswell 
and Clark, 2006). 
However, several points have to be taken into consideration if the fullest potential of 
employing mixed research methods is to be achieved. Firstly, a study has to be well 
designed and competently conducted. Like mono-method research, mixed methods 
research has to be suitable for research questions and the research areas under 
investigation (Bryman, 2008). 
With regard to the current research, it is very much mixed methods research, largely 
based on the positivism paradigm, with some tendency towards interpretative approach. 
The rationale for adopting this approach is mainly related to the objectives of the study 
and the nature of the areas being investigated. First of all, the objectives of the study are 
concerned with finding the facts about conference decision-making and explaining why 
different patterns of conference decision-making exist. As the chief goal of the study is 
explanation, there is tendency for the study to be more closely related to positivism 
paradigm. However, it is undeniable that the nature of the area being studied, conference 
decision-making, is to some extent shaped by the social actors, in this case potential 
conference attendees. Thus, some interpretation and insightful understanding of the 
process are needed. Adopting just one ontology and epistemology may not be sufficient 
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to provide complete and comprehensive view for the current study. The need for adopting 
mixed methods is even more when taking into consideration the fact that there is lack of 
empirical work on such issue and the variables influencing conference decisions are thus 
uncertain and inconclusive. 
Based on this reasoning, mixed methods research is adopted in this study. This should 
assist in confirming the hypotheses for the study, providing an input to the instrument 
development for the main study, and most importantly leading to a fuller, more complete 
view of conference decision-making. The overall research design is discussed in the 
following section. 
4.3 OVERALL RESEARCH DESIGN 
This section discusses the research design of the whole study. Figure 4-1 depicts the 
overall research design of this thesis. 
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Figure 4-1 Overall Research Design 
Initial research ideas 
Aims and Objectives 
Literature review 
Aim 1: To identify factors and examine their 
roles in influencing conference selection 
Preliminary Study JI Objective 1 and 2 
Conceptual frameworks 
and hypotheses 
Main Study Aim 1: To identify factors and examine their 
roles in influencing conference selection 
Aim 2: To develop a model (s) of the factors 
that influence conference heuristics 
Analysis of Objective 1-4 
Findings 
The research design of this research is consistent with Bryman (2008)'s mixed methods 
research because it integrates both qualitative and quantitative research methods in a 
single study. At the first stage, after having the initial research idea and reviewing 
relevant literature, the preliminary study uses a qualitative research method - Critical 
Incident Technique. The preliminary study is designed to provide a more comprehensive 
view and understanding of how conference decisions are made, identify similarities in 
terms of any decision-making patterns that may exist, and verify and elicit the factors that 
influence different decision-making patterns. Also, based on the results of the preliminary 
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study and the review of literature, the conceptual frameworks and hypotheses are 
developed. 
In the second stage, a more post positivistic view is adopted and a quantitative research 
method using survey research is carried out to profile people with distinct conference 
heuristics and test the variables that could affect these styles or patterns of how a 
conference decision is made. The results would then help to confirm whether there would 
be congruence between the conference decisions heuristics identified at the first stage and 
the clusters derived at the second stage of the study. Also, the results would also help to 
confirm whether the clusters or types of people could affect how the conference decisions 
are made. In addition to positivism, interpretivism would be applied in the second stage, 
because the methods adopted here would be mainly correlation-based and some forms of 
interpretation is carried out to provide a more complete picture of the conference 
decision. 
4.4 CONCEPTUAL FRAMEWORKS 
The conceptual framework (s) of this study will be developed following the integration of 
the relevant literature and results of the preliminary study (to be discussed in details in the 
next chapter). 
4.5 AIMS AND OBJECTIVES 
Hence, the aims of this study are twofold: 
(1) To identify factors and examine their roles in influencing conference selection 
(2) To develop a model (s) of the factors that influence conference heuristics 
The specific objectives of this study are described in the following section along with the 
proposed plans as to how these objectives are to be achieved: 
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Objective 1: Examine the nature and pattern of consumer decision-making in both 
generic products and conference products 
In order to achieve this objective, the literature in generic consumer decision-making 
theories and the conference decision is critically reviewed to identify the pattern (s) and 
the variations of how the decisions are generally made. Hence, this objective helps to 
identify how conference decisions are made and also how they may differ. 
Objective 2: Identify personal and product-related factors that influence the pattern and 
complexity of conference selection 
It is the aim of this study to look beyond how the conference decisions may differ, and to 
find out why such differences exist. Thus, from the review of the literature key personal 
and product-related factors that influence the patterns (s) of generic consumer decisions 
and conference participation decisions are identified. 
However, due to the lack of existing literature in the areas of conference attendees' 
decisions-making process, the preliminary study uses Critical Incident Technique (CIT) 
to provide essential empirical inputs to meet this objective. Additionally, the results of the 
preliminary study also help to generate a number of hypotheses which are tested in the 
main study. 
Objective 3: Test how personal profiles affect the complexity of conference decision 
heuristics 
Objective 3.1: Identify the homogenous sub-groups of conference participants using 
the factors derived from the literature 
Objective 3.2: Examine how conference decision heuristics vary among these sub- 
groups of conference participants 
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To meet the objective and sub-objectives, a questionnaire is designed and data obtained is 
subjected to Two-Step SPSS cluster analysis to find out the sub-groups of people that 
exhibit distinctive conference heuristics. Analysis of variance (ANOVA) tests the derived 
clusters for validation and profiling purposes. 
Afterwards, the clusters are treated as the predictor variables in the hierarchical 
regressions in order to test whether they help to predict the complexity of conference 
decision heuristics. Additionally, interaction terms between the product-related factors 
and the clusters are prepared in order to test whether the clusters have moderating effects 
on the proposed theoretical framework of the study. 
Objective 4: Examine how product-related factors affect the complexity of conference 
decision heuristics 
In the main study, the product-related factors derived from the literature and the findings 
of the preliminary study are tested using Pearson Correlations and regression analysis. 
Answers to this objective will help to test the predictive power of the product-related 
factors in explaining the complexity and patterns of conference decision heuristics. 
Specifically, hierarchical multiple regressions with interaction effects are carried out to 
determine whether types of people (the clusters) as the predictor variables could affect the 
strength of the relationship between these product-related factors. The anticipated 
outcomes are empirical evidence to support/reject the existence of multiple patterns of 
conference decision heuristics, and the model that depicts the factors that affect the 
complexity of conference decision-making. 
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4.6 HYPOTHESES FORMULATION 
In this research, a preliminary study is completed to provide an input in the development 
of hypotheses and the conceptual framework that will guide the whole research. In order 
to achieve these, the results of the preliminary study are compared with the generic 
framework of conference participation decision-making (Figure 3-4) and the literature in 
the consumer decision-making theories and the conference decisions. Both consistencies 
and discrepancies are incorporated in the process of devising the conceptual framework 
of the main study. 
Note that the full lists of hypotheses and how they are formulated are to be described in 
Chapter 5. 
4.7 CONCLUSION 
The broad aim of this study is to gain a better understanding and explanation of the 
complexity of conference decision-making, and in order to achieve this aim the study is 
largely based on positivism paradigm with some tendency towards interpretative 
approach. 
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Chapter 5 Methodology and Findings - 
The Preliminary study 
5.1 INTRODUCTION 
This chapter primarily focuses on reporting the findings of the preliminary study. It first 
starts with the explanations of the technique used and justifications. It also discusses the 
data analysis and key findings. At the end of the chapter, the final conceptual framework 
of the study is proposed. 
5.2 BACKGROUND INFORMATION AND TECHNIQUES USED 
Although a generic framework of conference participation decision-making process 
derived from the literatures was proposed in Chapter 3 (Figure 3-4), given the shortage of 
the existing studies it is very crucial that an exploratory study should be conducted to 
validate the existence of different patterns of decision-making process pertaining to the 
conference participation, verify the factors that may affect the patterns of conference 
decision-making, and to gain better understanding of a real-world phenomena, i. e. how an 
actual attendee makes his/her participation decisions. Thus, the main aim of the 
preliminary study is to meet the following objective of this research: 
Objective: Identify personal and product-related factors that influence the pattern 
and complexity of conference selection 
It is also anticipated that the results would provide useful inputs in developing the 
conceptual framework of this research. 
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The technique used at this phase is Critical Incident Technique (CIT). First introduced by 
Flanagan (1954) in his seminal article to distinguish effective and ineffective work 
behaviour, the main use of CIT is based on observable human activity that is complete 
enough in itself to permit inferences and predictions about the person performing the act 
within a specific situation. To be critical, an incident has to contribute positively or 
negatively to the aim of a specific activity in a significant way. The CIT requires 
respondents to simply tell their stories about certain events, and researchers are required 
to group these incidents into categories, allocate them into categories based on the 
descriptions of each category, and provide explanations or derive an explanatory 
framework (Gilbert and Lockwood, 1999). 
5.2.1 Justifications of using Critical Incident Techniques (CIT) 
CIT is an appropriate method for the preliminary study because being inductive in nature, 
it allows researchers to study areas that are not well researched and sparingly documented 
(Grove and Fisk, 1997 cited in Gremler, 2004). It can also be used as an exploratory 
method to increase knowledge about little-known areas and particularly useful when there 
is a need to thoroughly understand the phenomena under investigation. The meeting and 
conference market is clearly the area that has not been well researched as evidenced by a 
few existing literature devoting to study this area (Yoo and Weber, 2005; Lee and Back, 
2005). By employing the CIT, a better understanding about the conference participation 
decisions could also be obtained as well as the first-hand experience from the 
respondents' point of view (Callan, 1998). 
In addition, another reason for using the method in the preliminary study is that it allows 
the respondents to freely elicit the responses that are perceived important to them (Callan, 
1998). This point is particularly important as the past studies in the convention tourism 
often concentrated on the list of factors that authors thought as important in the decision- 
making. By allowing the respondents to describe how they made their conference 
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decision in their own words, the factors that are indeed important to them would be 
elicited. 
In addition, unlike other qualitative approach, in CIT studies the respondents are 
generally asked to simply tell their stories with regard to the questions without providing 
the underlying causes of their decisions, and reporting the incidents in this way is simple 
to do for most people (Bitner, Booms and Tetreault, 1990). Thus, it would be easy for the 
respondents to recall and report the stories about how they make their decisions. 
5.2.2 Procedures of using CIT 
Respondents were drawn from three sources: professionals in education institutions, 
business, and in the hospitality industry. Only those who have been to at least one 
international conference participated in the interview in order to make sure that 
respondents involved in the study at least have some experience making the decision with 
regard to the choice of convention to attend. 
According to Gilbert and Lockwood (1999), if there is no variable emerged, it indicated 
that data is saturated and no new interview is required. It appeared that no new factor was 
emerged after the 25th and 26th interviews, thus it was decided that no more interview was 
needed after the 27th respondent. In total, personal interviews were conducted with 27 
people to gather information about three different incidents: 
"A conference s/he chose to attend. 
"A conference that s/he would have gone to but did not actually go. 
"A conference s/he is planning to go to in the near future 
Subsequently, a total of 80 usable incidents were collected which are sufficient to allow 
researchers to build category for a simple research (Gilbert and Lockwood, 1999). 
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The following interview questions were used as the main interview questions to elicit 
responses from respondents. 
Please take me through the process or the story you went through when you chose 
this conference/convention to attend. Please tell me about how you made your 
decision, why you attended this conference/convention, how you booked this 
conference/convention, what happened when you got there and your thought 
when you came back. 
" Please tell me how you made your decision not to attend this 
conference/convention and your reasons not to attend this conference/convention. 
Please also tell me what happened before you made your decision, what 
influenced your decision and the thought you went through in this decision- 
making process. 
" Please think of a conference/convention that you are planning to attend in the near 
future. Please tell me as much as you can why you are planning to attend this 
conference, how you will book and make arrangements to attend this 
conference/convention, what you intend to do while attending this 
conference/convention and your expectations towards attending this 
conference/convention. 
Together with these, probing questions were asked to obtain additional information. 
Examples of probing questions that were used include "Could you say more about...? " or 
"Can you give me another example to help clarify...? " or "What did you mean by...? " 
5.3 DATA ANALYSIS 
All 80 incidents were recorded and coded using NVivo Programme. Once the interview 
transcripts were checked for its accuracy, it was then content analysed using the general 
inductive approach as proposed by Thomas (2005). Using this approach, all incidents 
were read and re-read to derive concepts or themes or a model through interpretations 
made from the raw data by the evaluator (Thomas, 2005). The data were also 
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quantitatively analysed using chi-square to test the significance of relationship between 
factors and the emergent heuristics. 
5.3.1 Key findings of qualitative analysis: Conference Decision Heuristics 
The first stage of data analysis was to develop categories of conference decision 
heuristics (styles and patterns of how a decision is made), sort incidents into different 
conference decision heuristics, and identify themes and patterns emerged from the data. 
In the process of deriving these categories of the conference decision heuristics, the data 
were read and re-read, and a sample of incidents was selected to develop categories of 
conference decision heuristics. There is no pre-imposed set of classification or categories 
used in the stage of developing categories as the researcher intends to allow trends and 
patterns to emerge from the data. To ensure the reliability of these categories of 
conference decision heuristics, another coder and the researcher independently sorted 40 
incidents into the categories of conference decision heuristics. The level of agreement 
was 83 percent indicating that the factors were reliable. No new factor was found. 
Table 5-1 shows the final categories and descriptions of conference decision heuristics. 
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Table 5-1 Conference decision heuristics and Descriptions 
Conference 
decision Information search 
Prior 
Nature of decisions 
heuristics experience 
Information is sought from 
various sources such as A person is aware of budget 
advices from superior and limitations, thus has to 
1 colleagues, conference Low-Moderate thoroughly and carefully examine 
marketing materials and various factors before making a 
prior experience. final decision. 
Information gathering is 
seen to be essential 
Conduct some information A person already has a preference 
search but still considers various factors 
2 Rely on personal Moderate in order to ensure that a chosen 
experience and other conference is essential and offer 
sources high benefits. 
This is when one already has 
preferences and establishes 
criteria of good conferences. 
Thus, they are able to reject a 
3 Rely more 
heavily on Moderate-High conference which 
fails to meet 
personal experience the criteria quite quickly. But 
they still consider a few factors 
before making a decision. Their 
decisions are also very much 
influenced by the inhibitors. 
A person displays a strong 
loyalty towards a particular 
conference by regularly attending 
4 Mostly rely on personal High it. He/she has a priority 
experience conference and makes a decision 
with little concern about alternate 
conferences. 
As shown in the above table, there are four conference decision heuristics identified 
from 
the analysis. Once successfully developing these heuristics, all incidents were sorted 
into 
these heuristics. All incidents were read and re-read in order to find the patterns or 
themes emerged from the data. The following sections address the key patterns 
identified 
from the analysis. 
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5.3.1.1 Loyalty and Predispositions towards conferences 
Although previous conferences experience and a person's tendency to attend or not to 
attend a particular conference were not related, the results underscored the effects of 
previous conference experience on the development of loyalty and predispositions 
towards a particular conference. Firstly, there are a large number of people who decided 
to attend a particular conference although they might have previously attended it (10 of 
those incidents in the "have been before" category). It could be assumed that for these 
people their main reasons for repeatedly attending those conferences are that they may 
have already developed some levels of preferences or loyalty towards a conference after 
attending those conferences. Also, most of the conferences (14 incidents) that the 
respondents plan to attend are those that the respondents have previously attended on one, 
two and three or more occasions. In contrast, the results confirm that persons often make 
decisions not to attend a conference that they have not previously attended. Some 
explanations are that they might perceive that decisions to attend these conferences are 
riskier than ones that they already attended before, and it is likely that they have not 
formed any loyalty or predisposition that conference. 
Also, a loyalty towards a particular conference can have a direct impact on the 
complexity of conference decision-making as the findings revealed that people would be 
very likely to decide to attend that conference again without much thought or 
considerations of other alternate conferences. In addition, in many cases when people 
have developed loyalty towards one conference, they tend to automatically consider it as 
being the must to attend. As one respondent reported that 
I have already decided to go. I have already decided that for the rest of my life that I 
would go to this conference unless something particularly different happens and unless 
I 
change path in terms of my research. It is part of my identity, that naturalistic 
decision- 
making community is my niche in research, so I could go to lots of different conferences 
but I will always go back to that one because I see myself as an applied psychologist. 
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5.3.1.2 Prior experience and conference knowledge 
Another finding is that levels of prior experience both in terms of general conference 
experience and specific conference experience have some impact on persons' level of 
conference knowledge and the types of conference decision heuristics adopted. 
In the incidents under the first category, the respondents from both business and 
academic group clearly had no difficulty listing alternative conferences in their field 
because they receive information from various sources, but their main problem was that 
they are less sure about which conferences are the most acceptable choices. This is 
because when evaluating one conference, without actual attendance experience of it, they 
do not have sufficient knowledge to make their decision. Thus, they have to rely on some 
non-functional aspects of conferences, such as status and reputation of the conference/ 
organisers. Knowing that they lack the first-hand experience, the respondents may feel 
more motivated to search for more information to increase their knowledge base and gain 
better perceptions about that conference. Thus, when making a choice decision they have 
to rely on whichever knowledge they have already stored in their memory about that 
conference as well as their perceptions about that conference. However, note that if they 
eventually decided to attend that conference, on the next occasion when making a 
decision with regard to that conference, they can evaluate and form opinions more 
comfortably with greater level of confidence based on their actual knowledge gained 
from the past attendance experience. As one respondent reported 
Just one (experience) but based on that we will be going again this year, so we will re- 
book. So, as I said the last year was a bit of gamble to see whether it is worthwhile but 
based on the results we will book again, so this will be the second year. 
The effects of past conference experience on level of conference knowledge and 
conference heuristics adopted were also found in the incidents under the second type of 
conference heuristics. From the study, under this category of conference 
heuristics the 
respondents could be grouped into two groups. The first group is those respondents who 
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have some previous experience with specific conferences and some general conference 
experience. The results revealed that they tend to have more knowledge about specific 
conference mentioned in the incidents and they could make their decisions based on 
functional elements of the conference, not just the brand name or reputation of the 
conference. As one respondent reported 
I used to go to the conference every year in Harrogate with this organisation and found it 
did not really have enough level of challenging for me. 
Some of the respondents may not have the direct experience attending a given conference 
but may be familiar with organisers or have previously attended one conference 
organised by the same organisers. Based on the experience, they also form some 
knowledge and develop some perceptions towards that conference, for example people 
might assume that a particular conference would be good as it is run by a particular 
organising body. As one respondent highlighted the importance of organising bodies 
The providers of the conference are also important. They must have some creditability 
and trust. The Institute of Education, I trust them that that they will have high quality 
speakers, high quality information, high calibre, and while other organisers might not and 
the subjects are not relevant to me. 
The second group is those with some/many general conference experience but no 
previous experience with the conferences mentioned in the incidents. Although they 
might have no previous attending the conference under the considerations, they did not 
have to engage in complex conference heuristics because they have high level of general 
conference experience and they draw upon their general conference knowledge and 
perceptions upon which they can rely when evaluating conferences. For example, one 
respondent said 
In the early days when I was younger, I used to want to go to everything because I was 
hunger for knowledge and networking but as being older I realise that I better spend my 
time on things that particular value and I am not convinced by that value, then I just do 
not bother going. 
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The effects of past conference experience on level of knowledge and the type of 
conference heuristic adopted are even clearer when examining the incidents under the 
third and fourth conference heuristics. Here, as a result of having extensive experience at 
both specific and general level; they have accumulated more knowledge about 
conferences and can make their decisions very quickly. The finding is consistent with 
Seines and Gronhaug (1986) as they pointed out that prior experience is related to 
product knowledge. 
5.3.1.3 Satisfaction 
However, the findings indicated that not all conference experience would automatically 
lead to the development of strong preferences and loyalty, and repeat purchase decisions. 
This is because respondents would often make the decision to repeatedly attend a 
particular conference years after year only if they have been highly satisfied and firmly 
assured that these conferences will be highly relevant and useful to them. As one 
respondent said 
The theme of the conference is interesting but actually it is also about having a bit of 
inside knowledge about who goes, how they select abstracts which you build up from 
going to previous one and you know they say they peer review abstracts but when they 
virtually accept everything that get sent it, you wonder about the level of peer review. So, 
the point is how much academic learning is there that you will get from it and I did not 
think there was. 
Thus, it is logical to assume that loyalty and satisfaction with conferences are closely 
related. The relationship between satisfaction and loyalty is supported in the previous 
literature (Alford and Sherrell, 1996; Anderson and Clases, 1994; Athanassopoulos, 
2000; Bloemer, Ruyter and Peeters, 1998; Ennew and Binks, 1999; Mittal, Ross and 
Baldasare, 1998; Szymanski and Henard, 2001). 
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5.3.2 Key findings: quantitative analysis 
In addition to qualitative data analysis, data was analysed quantitatively as well. The first 
step in analysing the incidents quantitatively was to derive the categories of the factors 
influencing conference decisions in order to assist further analysis. In terms of developing 
these categories, two coders independently read samples of interview transcripts to 
identify trends and patterns that emerged from the data. The two sets of factors were later 
compared, disagreements were resolved by discussion. 
Table 5-2 shows the final classification systems (See Appendix 1 for a sample of coded 
incidents). 
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Table 5-2 Main factors and sub-factors influencing 
decisions 
conference participation 
Main factors Sub-factors 
" Topic/theme of conference 
" Composition of attendees 
" Status of conference in context of 
academic/practitioner community 
Conference " Reputation of conference/host/organizer 
Description: includes all aspects o Through positive word-of-mouth 
relating to conferences that are o Through positive past experience 
considered important by " Quality of aspects of conference programs 
potential attendees' " Location 
perspectives. " Type of conference 
" Practitioner-based 
" Academic-based 
" Value for money 
" Conference marketing 
" Opportunity to disseminate/present works and 
discuss about academic work 
" Increase self-profile/being seen doing work in the 
field/being part of research community Professional Development 
" Opportunity to meet people/key person with similar Description: described as interest 
motivations that drive academic 
people to attend conferences 
" Opportunity to learn new academic knowledge 
and conventions. " 
Opportunity to meet leaders in the field 
" Seeking future research collaboration opportunity 
" Show support to the industry/association 
" Opportunity to meet friends and ex-colleagues 
" Career opportunity 
Business and Sales " Opportunity to update market competition 
Description: is much related to " Opportunity to conduct sales 
business people rather than the " Opportunity to showcase/see products and 
academia as this category services/increase awareness 
evolves around the commercial " Opportunity to meet potential and existing clients 
interest and expectations that " Opportunity to learn new business 
business people have towards knowledge/changes 
attending conferences and " Representing organisation as part of job function 
conventions. " Future business opportunity 
(Continued) 
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Table 5-2 Main factors and sub-factors influencing conference participation decisions (Continued) 
Main factors Sub-factors 
Leisure/personal motivations 
Description: described as add- 
on or extra benefits that people 
Opportunity to combine work and holiday 
could gain from attending " 
Opportunity to visit beautiful and interesting places 
conferences or conventions. " 
Escaping from daily routine and environment 
" Budget 
" Company's policy 
Inhibitors " Travel cost 
Description: are all the factors " Conference fee 
that somehow inhibit or prevent " Time of conference conflicting with personal or 
people from attending a work commitment 
particular conference or " Travel distance 
conventions. " Mode of travel (air, sea, rail, road) 
" Amount of time away from the office 
" Travel Documentation 
Individual factors are other " Individual loyalty to conference 
factors that influence people's " Individual attitude towards attending conferences 
decisions. " Individual job circumstances 
The final classification system consists of 6 factors and 42 sub-factors. They are 
Conference, Professional Development, Business and Sales, Leisure/Personal Motivation, 
Inhibitor, and Individual. 
5.3.2.1 Important Conference Decision-making factors 
This section reports the relative importance of these factors. Table 5-3 shows the 
frequency of each factor being coded in all incidents. 
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Table 5-3 Frequency of Conference Decision-making factors 
Factors Frequency Percentage 
Inhibitors 68 85 
Conference 65 81 
Professional Development 48 60 
Business and Sales 32 40 
Leisure/Personal 
Motivation 
23 29 
Individual 18 22 
As shown in Table 5-3, Inhibitors were mostly mentioned as it was used to code 68 
incidents or 85 percent of total incidents. The second mostly referred to factor is 
Conference factor (65 incidents), followed by Professional Development (48 incidents), 
and Business and Sales (32 incidents). On the other hand, the least important factors 
include Leisure/Personal Motivation, and Individual factors. 
In terms of the important sub-factors, Table 5-4 shows the frequency of the sub-factors 
coded in the incidents. 
Table 5-4 Important sub-factors of Conference Participation Decision-making 
Factors Sub-factors Frequency % 
Conference Topic/theme of conference 40 50 
Professional 
Development Opportunity to meet people/key person with similar 
interest 39 49 
Inhibitors Time of conference conflicting with personal or work 
commitment 
35 44 
Conference Status of conference 33 41 
Conference Programme quality 31 39 
Professional 
Development 
Opportunity to disseminate/present works and discuss about 
academic work 
30 37 
Inhibitors Budget 30 37 
Inhibitors Company's policy 22 27 
Professional 
Development Opportunity to 
learn new academic knowledge 21 26 
Business and Sales Opportunity to learn new business knowledge/changes 21 26 
Conference Composition of attendees 19 24 
Inhibitors Travel distance 18 22 
Business and Sales Opportunity to meet potential and existing clients 17 21 
(LOntinuea) 
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Table 5-4 Important sub-factors of Conference Participation Decision-making 
(Continued) 
Factors Sub-factors Frequency % 
Inhibitors Conference fee 17 21 
Conference Reputation: Through word of mouth 16 20 
Business and Sales 
Opportunity to showcase/see products and services/increase 
awareness 16 20 
Leisure and 
Personal 
Motivation 
Opportunity to visit beautiful and interesting places 16 20 
Conference Location 15 19 
Professional 
Development Opportunity to meet friends and ex-colleagues 15 19 
Conference Conference marketing 14 17 
Professional 
Development Opportunity to meet leaders in the field 13 16 
Conference Reputation: Through prior experience 12 15 
Professional 
Development Increase self-profile 12 15 
Inhibitors Travel cost 11 14 
Conference Value for money 10 12 
Professional 
Development Seeking future research collaboration opportunity 10 12 
Professional 
Development 
Career opportunity 10 12 
Individual Individual loyalty to conference 10 12 
Professional 
Development Show support to the industry/association 9 11 
Inhibitors Amount of time away from the office 9 11 
Business and Sales Representing organisation as part of job function 8 10 
Individual Individual attitude towards attending conferences 8 10 
Conference Type: Practitioners 7 9 
Business and Sales Opportunity to conduct sales 7 9 
Leisure and 
Personal 
Motivation 
Opportunity to combine work and holiday 5 6 
Leisure and 
Personal 
Motivation 
Escaping from daily routine and environment 5 6 
Conference Type: Academic 4 5 
Business and Sales Future business opportunity 3 4 
Individual Individual job circumstances 3 4 
Business and Sales Opportunity to update market competition 2 2 
Inhibitors Mode of travel (air, sea, rail, road) 2 2 
Inhibitors Travel Documentation 1 1 
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As shown in the table, the most frequently mentioned sub-factor of the Conference factor 
is Topic/theme of conference as it was mentioned in 50 percent of the total incidents. 
Other sub-factors of Conference factor that were frequently mentioned are Status of 
conference in context of academic/practitioner community and Quality of aspects of 
conference programs which were mentioned in 41 percent and 39 percent of all incidents 
respectively. Other sub-factors of the conference factor that were quite significant are 
Composition of attendees and Reputation: Through word of mouth as they were used to 
code more than 20 percent of total incidents. 
On the other hand, there are several sub-factors of Conference factor that were coded less 
than 10 percent of all incidents indicating low level of significance in the conference 
purchase decisions. These include Type of conference: Practitioner-based and Type: 
Academic-based. It is hence proposed that these variables will be deleted from further 
analysis in this study 
For the factor of Professional Development, its mostly coded sub-factor is Opportunity to 
meet people/key person with similar interest which was coded in 39 incidents or 49 
percent of all incidents. Other important sub-factors of Professional Development are 
Opportunity to disseminate/present works and discuss about academic work, and 
Opportunity to learn new academic knowledge coded in 37 and 26 percent of total 
incidents respectively. In contrast, Show support to the industry/association is the only 
one sub-factor of Professional Development that was mentioned in less than 10 percent of 
all incidents and will be excluded from further analysis. 
Inhibitors are also very important as many of its sub-factors were coded very frequently 
in the incidents. The most frequently coded sub-factors of the Inhibitor factor are Time of 
conference conflicting with personal or work commitment, Budget, and Company's policy 
which were coded in 44 percent, 37 percent, 27 percent of total incidents respectively. 
Other sub-factors of this factor that were quite significant as they appeared in more than 
20 percent of total incidents included Travel distance and Conference fee. On the other 
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hand, Mode of travel (air, sea, rail, road), and Travel Documentation were the least 
important factors as they were mentioned in only 2 and 1 incidents respectively. Thus, it 
is proposed that these two factors are to be excluded from further investigation. 
For Business and Sales, Opportunity to learn new business knowledge/changes is very 
important as it was coded in 21 incidents or 26 percent of all incidents. Other sub-factors 
that were mentioned quite frequently included Opportunity to meet potential and existing 
clients, and Opportunity to showcase/see products and services/increase awareness. 
Those sub-factors that are to be excluded from the study because they were mentioned in 
less than 10 incidents included Representing organisation as a job function, Opportunity 
to conduct sales, Future business opportunity, and Opportunity to update market 
competition. 
Opportunity to visit beautiful and interesting places was considered to be the most 
important sub-factor of Leisure/Personal Motivations as it was used to code more than 20 
percent of total incidents. However, the other two sub-factors, Opportunity to combine 
work and holiday, and Escaping from daily routine and environment were not mentioned 
as frequently (coded in only 5 incidents each), and thus they will be excluded from 
further analysis. 
The most important sub-factor of Individual factor is Individual loyalty to a conference as 
it was mentioned in 10 incidents, while other two sub-factors, Individual attitude towards 
attending conferences, and Individual job circumstances were mentioned in only 8 and 3 
incidents respectively. Thus, Individual loyalty will be the only factor remains for further 
investigation, while the latter two are to be excluded from further analysis in this study. 
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5.3.2.2 Chi-Square test 
The next step in quantitative analysis is to test the relationship between types of 
conference decision heuristics and other variables. The results of the incident allocation, 
demographic profiles of the respondents, number of times they attended the conferences 
mentioned in the incidents, and number of decision-making factors mentioned in the 
incidents were coded and recorded in the SPSS Program. After that, chi-square tests were 
done to test for differences in relationship among the nominally scaled variables. Chi- 
square (X2) test can also indicate whether or not the observed pattern is due to chance 
(Sekaran 2003). 
Note that in order to determine the relationship between the decision-making factors and 
conference decision heuristics (type 1-4), and between the decision-making factors and 
types of incidents (Type A: Have been to, Type B: Did not go to, and Type C: Plan to 
go), each incident was recorded in SPSS program based on decision-making factor (s) 
mentioned in the incidents making the total of incidents exceeding the 80 incidents. For 
example, if in an incident there are three decision-making factors mentioned, such as 
conference factors, inhibitors and professional development, this incident would be 
treated as three cases, one with conference factors, and the other two with inhibitors and 
professional development. Once this was recorded in the SPSS, the cross-tabulation 
between the decision-making factors and types of incidents, and the decision-making 
factors and the conference decision heuristics could be prepared to determine their 
relationship. 
Table 5-5 shows the results of X2 tests between the conference decision heuristics and 
other variables including decision-making factors, individual characteristics, number of 
factors involved in the decision, and previous attendance occasions. 
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Table 5-5 Cross-tabulation: Types of conference decision heuristics and other 
variables 
Dependent variable: 
Types of conference 
decision heuristics 
Independent variables: 
Age 
. 094 
Marital Status 
. 480 
Gender 
. 261 
Working experience . 006* 
Job position . 001* 
Number of previous attendance occasions . 
040* 
Decision-making factors 
. 
670 
Number of factors involved . 046* 
*Significant atp <. 05 
As shown in Table 5-5, the chi-square test indicates that there is no association or no 
relationship between decision-making factors and types of conference decision heuristics. 
It is also found that individual characteristics (age, marital status and gender) are not 
related to types of conference decision heuristics adopted. 
Nevertheless, it is found that two individual characteristics (work experience and job 
position) are significantly related to types of conference decision (p < . 
05). For example, 
people with fewer years of working experience tend to adopt type 1 heuristic while most 
of people with more years of experience approach the decision-making process either in 
type 2 heuristic or type 4 heuristic. Unsurprisingly, senior business people and academic 
at senior level tend to use type 2 heuristic and type 4 heuristic, while academic people at 
junior level use all types of decision-making process. 
In addition, the X2 test indicates that there is association or relationship between number 
of decision-making factors and types of conference decision heuristics. Similarly, the chi- 
square tests also reveal that there is statistical significance between levels of previous 
conference experience and the types of conference decision heuristics. 
82 
Chapter 5 Methodology and Findings-The Preliminary Study 
The cross-tabulations between types of incidents (Type A: Have been to, Type B: Did not 
go to, and Type C: Plan to go) and other variables were obtained, and chi-square tests 
were done to determine their relationship. Table 5-6 shows the results of chi-square tests 
between types of incidents and other variables. 
Table 5-6 Chi-Square: Types of Conference Incidents and Other variables 
Dependent variable: 
Types of conference incidents 
Independent variables: 
Age 1.00 
Marital Status 
. 
985 
Gender 
. 975 
Working experience . 994 
Job position 1.00 
Number of previous attendance occasions . 141 
Decision-making factors 
. 130 
Number of factors involved . 013* 
*Significant atp <. 05 
As reported in Table 5-6, the chi-square shows that there is no relationship between the 
decision-making factors and types of incidents. In other words, it is not possible to 
assume that if one decided to attend one conference, he/she would have consider X and Y 
factors. The X2 tests indicate no statistical significance between individual characteristics 
and types of conference incidents. Likewise, previous conferences experience and 
persons' decisions to attend or not to attend a particular conference are not related. 
However, Table 5-6 reveals that the relationship between types of incidents and number 
of decision-making factors influencing decision-making process is significant at p< . 05 
with the chi-square value of 19.284 at the degree of freedom of 8. It seems that 
respondents tended to consider more factors when they decide to participate in one 
particular conference but they did not consider as many factors when they decided not to 
participate in one particular conference. 
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5.3.2.3 Roles of Professional development, Conference, Inhibitors, Business 
and Sales, and other factors 
The results of X2 tests indicated that there is no pattern or association between types of 
decision-making factors (Inhibitors, Conference factors Professional Development, 
Leisure/Personal Motivation, Business and Sales, and Individual factors) and the types of 
conference decision heuristics adopted. Hence, it seems that people have to consider 
these factors regardless of which types of decision-making process they adopt. 
Inhibitors are also equally important in the conference decision-making as despite 
motivated to do so, the inhibitors could stop people's decision-making process from 
proceeding to the next stage. It also appears that different Inhibitor factors would have 
their roles in a different phase of the participation decision-making process. Inhibitors 
like Budget (money) and Company's policy towards attending conferences appear to 
influence the early phase of the decision-making process and are prerequisites for the 
conference decision heuristics to continue. On the other hand, Time conflicting with work 
or non-work commitment, Conference fee, Travel distance, and Travel cost would play 
their roles later in the subsequent stage of identification of alternatives. This is because 
people would be able to assess whether they have time to attend a particular conference 
or not only after they have already identified possible conferences to attend. 
Conference factors are also found to be very influential in the conference decision 
heuristics. However, it seems that people's motivations would have impact on whichever 
aspects of a conference they are most concerned about because there appears to be 
variations in the types of Conference factors people would pay emphasis on. Conference 
factors often occur together with motivation-related factors such as Professional 
Development, and Business and Sales. One of the reasons is that Conference factor is 
seen as a means to an end, as it could help people to satisfy their conference attendance- 
related motivations. 
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5.4 INTEGRATIONS BETWEEN THE PRELIMINARY STUDY AND THE 
LITERATURE 
The findings of the preliminary study were integrated with the literature to develop a final 
model that will guide the main study of this research. Comparisons were made between 
the results of the study and the literature to revise the preliminary framework (Figure 3- 
4). 
The results support the first part of the preliminary framework in many ways. It is 
suggested that although information about destination could influence people's decision- 
making, it is rather subsumed with people's motivations rather standing out as a single 
influential factor. In addition, as it was initially thought that individual characteristics 
such as age, income and career stage would influence the process of forming an intention, 
however it is shown that career stage and working experience did not affect the formation 
of intention but rather in fact influence the complexity of the decision-making process. 
Moreover, it is also found that motivations both professional-related and leisure-related 
(destination-related) are important in conference decision selection. Also, it is found that 
professional-related motivations are more important than leisure-related (destination- 
related) motivations. Additional type of motivation is also identified which is Business 
and Sales related motivations and this is perhaps due to the fact that some respondents are 
business people. 
In addition, the results show that a decision to attend conferences could be restricted by 
the presence of inhibitors and conference factors. The inhibitors include budget, 
Company's policy, Time, Travel cost, Travel distance, and Conference fee. While 
mentioned less in the literature, the conference factors appear to be very significant factor 
when people contemplate on choosing a conference to attend. However, facilitators did 
not emerge as importance factors in the preliminary study, thus being excluded from the 
final model. 
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Following on these results, Figure 5-1 is a depiction of the generic conference decision 
factors. 
Figure 5-1 Conference Decision Factors 
Professional 
Development 
motivations 
Business and 
Inhibitors Sales 
motivations Conference 
decision 
Leisure/ 
Personal 
Conference factors 
motivation 
As shown in Figure 5-1, choosing a conference to participate in is a complex decision to 
make. There are a number of motivations that drive the individual's interest in 
participating in conferences in general. There are usually a number of alternatives to 
choose from. The final choice is likely to be influenced not only by how well the 
conference factors correspond to the individual's motivations, but also other factors that 
could act as inhibitors to participate such as availability at the time when the conference 
is held and the travel distance. This evaluation then results in the choice of a conference 
or more to participate in. 
Although Figure 5-1 depicts the factors that may be considered while making the 
decision, it is shown from the results that there is more than one way of conference 
decision-making and a single comprehensive model may not be generic to all individuals. 
Hence, two important notions that this study is trying to put to the test are that not all 
potential conference participants would strictly follow the same sequence of decision- 
making, and to examine why such differences in relation to the nature of conference 
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decisions exist. The final model to be tested in the main study is much related to the 
second part of the preliminary framework (Figure 3-4) as it depicted the factors that 
influence degree of the complexity of conference decision-making. 
5.5 PROPOSED MODEL OF CONFERENCE DECISION-MAKING 
HEURISTICS 
The results partially supported the second part of the original framework (Figure 3-4). 
Firstly, it is suggested that prior conference experience could influence the complexity of 
decision-making. However, length of membership times did not emerge as an important 
factor, but are rather subsumed with level of prior conference experience. It is also shown 
that decision-making could also be influenced by a loyalty that people give to a particular 
conference. Similarly, level of involvement did not appear to be an influential factor, thus 
being excluded from the final models. 
Furthermore, the results added other new factors that could influence conference 
decision-making. These include satisfaction and product knowledge. Particularly, the 
product knowledge was initially excluded from the preliminary model because it was 
uncertain whether it would be applicable to conference products. 
Figure 5-2 is the final model which will guide and frame the main study of this thesis. It 
depicts these factors and their interrelationship with the complexity of conference 
decision heuristics. 
87 
Chapter 5 Methodology and Findings-The Preliminary Study 
Figure 5-2 Factors impacting the Complexity of Conference Decision Heuristics 
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The central idea of Figure 5-2 is that individuals with different levels of these product- 
and person-related factors would exhibit different conference decision-making styles or 
patterns (heuristics). 
It is also hypothesised that these factors are interrelated, and not all of them would have 
direct relationship with the complexity of decision-making. As shown in Figure 5-2, the 
relationships between these variables and the complexity of conference decision-making 
are not always direct. For instance, effects of satisfaction and attitudinal loyalty on the 
complexity of conference decision-making may be operated via the behavioural loyalty. 
Particularly, as people are highly satisfied with actual experience of attending a particular 
conference, it is likely that they would perceive that conference to be more credible, 
become more predisposed and subsequently more loyal with that particular conference. 
Because of being loyal to a particular conference, it is suggested that people are likely to 
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make a repeat participation decision and opt to approach a conference participation 
decision-making in a lesser complex manner. 
In addition, prior experience attending conference also has relationship with complexity 
of conference decision heuristics via the effects of conference knowledge. As people 
attend more conferences, they accumulate more knowledge and familiarity with the 
choice of conferences. With having more knowledge with conference participation, they 
are able to make a decision more comfortably; consequently they could make their 
participation decisions in a relatively less complex way. 
Another set of factors that are anticipated to have some relationship with the complexity 
of decision-making process is individual/personal characteristics including work 
experience and career stage. Following the findings of the preliminary study different 
types of people would exhibit different conference decision-making heuristics (styles or 
patterns). 
Also, it is possible that the proposed theoretical frameworks may not be generic for all 
types of people. In other words, the relationship between the above variables may be 
weaker or stronger depending on a particular state an individual is, for instance the effects 
of satisfaction and attitudinal loyalty may be weaker for young individuals with little 
prior conference experience and knowledge than for those more senior people. Hence, 
another important variable that could affect or moderate the relationship between the 
variables is the state of the person or the fact that they belong to a particular clusters or 
groups of people. 
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5.6 HYPOTHESES FORMULATION 
In order to empirically test Figure 5-2, a number of hypotheses are formulated to be 
tested in the main study of the thesis. These include: 
5.6.1 Hypothesis: Cluster analysis 
In relation to the cluster analysis, the notion that the main study aims to test, is described 
in the following hypothesis. 
Hypothesis 1: Conference participants could be divided into homogenous groups 
based on their distinctive decision-making heuristics and individual profiles. 
5.6.2 Hypothesis: Factors affecting complexity of conference decision-making 
Another set of hypotheses are generated in order to test Figure 5-2 and examine the 
relationship between the variables which include: 
Hypothesis 2: There is a positive relationship between satisfaction and attitudinal 
loyalty for those people who attend a particular conference on second or more 
occasions. 
Hypothesis 3: There is a relationship between the clusters of conference 
registrants (ranging from the most experienced to the least experienced) and the 
level of attitudinal loyalty. 
Hypothesis 4: The clusters of conference registrants moderate the relationship 
between satisfaction and attitudinal loyalty. 
Hypothesis 5: There is a positive relationship between attitudinal loyalty and 
behaviour loyalty. 
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Hypothesis 6: There is a relationship between the clusters of conference 
registrants (ranging from the most experienced to the least experienced) and the 
level of behaviour loyalty. 
Hypothesis 7: The clusters of conference registrants moderate the relationship 
between attitudinal loyalty and behaviour loyalty. 
Hypothesis 8: There is a positive relationship between prior conference 
experience and conference knowledge. 
Hypothesis 9: There is a relationship between the clusters of conference 
registrants (ranging from the most experienced to the least experienced) and the 
level of conference knowledge. 
Hypothesis 10: The clusters of conference registrants moderate the relationship 
between prior conference experience and conference knowledge. 
Hypothesis 11: Behavioural loyalty, conference knowledge and number of years 
worked in the current sector are related to the complexity of conference decision- 
making. 
Hypothesis 12: There is a relationship between the clusters of conference 
registrants (ranging from the most experienced to the least experienced) and the 
complexity of conference decision-making. 
Hypothesis 13: The clusters of conference registrants moderate the relationship 
between behaviour loyalty, conference knowledge and number of years worked in 
the current sector, and the complexity of conference decision-making. 
5.7 CONCLUSION 
The preliminary study verified the influential variables identified previously from the 
literature and elicited new variables thereby providing useful inputs in developing the 
final model for the main study. Based on the integrations of the results of the preliminary 
study and the literature reviews, a final model (Figure 5-2) was proposed that illustrates 
the factors impacting on the complexity of the decision-making process and their 
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interrelationship. This model guides how the methodology of the main study is to be 
planned. 
Another important finding of the study is the validation of multiple heuristics of 
conference decision-making. In addition, it seems that a generic model seems inadequate 
to represent how people with different profiles make their conference decisions. 
Following from these results, this study aims to test that not all potential conference 
participants would follow the same decision-making sequence, and determine why such 
differences in relation to the nature of conference decisions exist. 
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Chapter 6 Methodology- The Main study 
6.1 INTRODUCTION 
This chapter describes an overview of research design of the main study of the thesis. It 
also explains the proposed data collection methods and data analysis. Data analysis are 
presented in great details including data preparation, descriptive statistics, cluster 
analysis, analysis of variance (ANOVA), and hierarchical multiple regressions. 
6.2 QUESTIONNAIRE DESIGN 
This section focuses on measurement development and questionnaire design. Figure 6-1 
depicts how questionnaire is designed, piloted and revised before administering to the 
sample group. Detailed explanations are given as follows (See Appendix 2 for a final 
questionnaire). 
Figure 6-1 Questionnaire Design 
Measurement 
of variables 
and scaling 
Pre-testing of 
questionnaire 
and assessment 
of validity 
Assessment of 
measurement 
reliability 
Data analysis Administration 
of 
questionnaire 
Develop a final 
version of 
questionnaire 
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6.2.1 Measurement of variables and scaling 
The first step in questionnaire design is to operationalise the variables involved in the 
study to make them measurable as well as develop an appropriate scaling to measure 
these variables. These variables are satisfaction, loyalty, prior conference experience, 
conference knowledge, and conference decision heuristics. For this study, the operational 
definitions of these variables are derived from two main sources, the results of the 
preliminary study, and the review of relevant literature pertaining to the measurement of 
the particular constructs. As suggested by Churchill (1979), when reviewing the 
literature, attentions should be given to how each of these constructs has been previously 
defined and how many dimensions it has. Thus, in this study all of the variables are 
defined similarly to what they have been defined in the literature, while taking into 
considerations the nature of conference products and the results of the preliminary study. 
In addition to these variables, demographic profiles of respondents including gender, age, 
years of working experience, job title, and marital status are tapped by direct single 
questions. A number of other direct single questions are also included in a questionnaire 
in order to find out more about how a respondent makes their conference participation 
decision. 
The following sections detail how each of these variables is operationally defined and 
measured in the literature. 
6.2.1.1 Operational definitions and Measurement of Consumer 
Satisfaction 
An operational definition of consumer satisfaction and measures to tap into this variable 
are derived from the review of literature of consumer satisfaction (Giese and Cote, 2000; 
White and Yu, 2005; Tse and Wilton, 1988; Westbrook and Oliver, 1981; Kotler and 
Keller, 2006; Westbrook and Reilly, 1983; Churchill and Suprenant, 1982; Oliver, 1980; 
Crompton and Love, 1995; Cronin and Taylor, 1992; Kozak, 2001). 
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For this study, it is proposed that the performance-only approach is used to measure 
consumer satisfaction towards participation in a conference since performance-only 
approach was found to be a reliable and effective measurement as it avoids the use of 
expectations due to the limitations of the disconfirmation approach (Churchill and 
Suprenant, 1982). The use of performance-only is also advocated by other authors as it 
has been empirically tested to have higher reliability and validity values than other 
approaches (Cronin and Taylor, 1992; Kozak, 2001). 
Here, consumer satisfaction is operationally defined as: 
A summary of affective response to the participation conference experience 
provided by a particular conference and associated with conference factors of 
that conference which is evaluated at the post-conference participation 
experience. 
Respondents are asked to give their answers in relation to the conference that they have 
recently booked to attend and indicate their satisfaction with that conference if they had 
attended it in the past. Any respondent that has not had any previous experience with the 
conference is not required to answer this part. The questionnaire is structured with 
satisfaction items based on seven-point numerical scale ranging from `extremely 
dissatisfied' to `extremely satisfied' to indicate the extent to which an individual is 
satisfied or dissatisfied with the pre-identified conference factors. The scale is ranged 
from (1) extremely dissatisfied, (2) very dissatisfied, (3) dissatisfied, (4) neither satisfied 
nor dissatisfied, (5) satisfied, (6) very satisfied, and (7) extremely satisfied. 
Satisfaction is assessed by using a single-item global measure and multi-item, attribute- 
specific measure whereby the responses to the individual factors are summed to generate 
the overall satisfaction score. A single-item global measure question addresses the overall 
satisfaction level toward a particular conference by asking "Overall, how satisfied have 
you been with this conference? " Multi-items, conference factors to be included in a 
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questionnaire are based on the factors derived from the preliminary study. Several factors 
derived from the preliminary study are excluded from the list of factors including in the 
questionnaire as they are much related to personal issues rather than to the conference 
itself, known in advance, and have little relevance. They are composition of attendees, 
status of conference in context of academic/practitioner community, reputation of 
conference/host/organiser, location, conference fee and value for money, conference 
marketing materials, travel cost, conference fee, time of conference, travel distance, and 
amount of time away from the office, and experience gained from attending this 
conference. 
6.2.1.2 Operational definition and measurement of loyalty 
The next construct to be studied and examined is customer loyalty. Despite the fact there 
are numerous works on customer loyalty, there is yet to be a universally accepted 
definition of customer loyalty (Evanschitzky and Wunderlich, 2006; Jacoby, 1971; Oliver, 
1980). However, there are number of definitions that are referred often in consumer 
loyalty literature, one of which is by Jacoby and Kyner (1973) and Oliver (1997). In their 
terms, loyalty is expressed by a set of necessary and collectively sufficient conditions and 
defined as "(1) the biased (i. e. nonrandom), (2) behavioural response (i. e. purchase), (3) 
expressed over time, (4) by some decision-making unit, (5) with respect to one or more 
alternative brands out of a set of such brands, and (6) is a function of psychological 
(decision-making, evaluative) processes" (Jacoby and Kyner, 1973, p. 2). Similarly, 
Oliver (1997, p. 392) defined it as 
a deeply held commitment to rebuy or repatronize a preferred product or service 
consistently in the future, thereby causing repetitive same-brand or same brand-set 
purchasing, despite situational influences and marketing efforts that have potential to 
cause switching behavior. 
Early works on the customer loyalty were mainly based on manufactured products and 
customer or brand loyalty was understood as repeat purchase behaviour (Bass, 
1974). 
Loyalty was initially measured by customers' overt behaviour toward a specific 
brand in 
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terms of a repeat purchase pattern and this is called behavioural brand loyalty (Back and 
Parks, 2003). From this approach, customer loyalty is measured actual purchase 
frequency, the proportion of occasions in which a specific brand is purchased in 
comparison to total number of purchased brands and the actual amount of purchase. 
Other behaviour loyalty measures include scale and scope of relationship with a 
particular brand such as retention rate and length of time using the same brand, and the 
willingness to recommend a brand to others (Bowen and Chen, 2001; Chen and Gursoy, 
2001; Hallowell, 1996; Taylor, 1998). 
Although many previous works adopted behavioural brand loyalty in developing 
operational definitions and measuring customer loyalty, this approach has been widely 
criticised by many authors as they argued that loyalty is more than repeat purchase 
behaviour (Day, 1971; Jacoby, 1971; Jacoby and Kyner, 1973). It is advocated that by 
measuring behaviour brand loyalty alone does not differentiate between true of 
"intentional" loyalty from "spurious" loyalty associated with purchase of one brand 
because there are no other substitutes or because a brand offers a better deal or has a 
better point of purchase visibility through shelf or display location (Day, 1971). Jacoby 
(1971) added that repeat purchase behaviour may be necessary but non-sufficient 
condition for brand loyalty. In his latter work with his colleague, they found that repeat 
purchase behaviour and brand loyalty are functionally different and are mediated by 
different underlying dynamics (Jacoby and Kyner, 1973). Other problems associated with 
using only behaviour approach to measure brand loyalty are 
(1) providing arbitrary cut-off criteria; (2) failing to assess the complexity and richness of 
brand loyalty; (3) focusing on the outcome of behavior and not developing definitions 
that reach at the underlying causative factors (Jacoby and Chestnut, 1978, p. 47). 
Based on these criticisms, several authors including Jacoby (1971), and Day (1971) 
advocated that brand loyalty should have at least two primary facets: brand loyalty 
behaviour and brand loyal attitudes. Thus, to assess attitudinal brand loyalty a researcher 
is required to examine consumer beliefs, affect and intention, and all of these three 
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evaluative phases must be in place for a true brand loyalty to exist. Jacoby and Chestnut 
(1978) further proposed that brand information held by a consumer must clearly 
distinguish that a focal brand is superior to competitive offerings (cognition), a consumer 
must show a greater liking of the focal brand (affect), and a consumer must have a strong 
intention (conation) to buy a focal brand as opposed to competitors' offerings. Based on 
Oliver's four-stage loyalty model, there are four elements of attitudinal brand loyalty 
which occur in a sequence of cognitive-affective-conative-action and it is suggested that 
consumers can be loyal at each of these attitudinal phases (Oliver, 1997). Cognitive 
loyalty is largely determined by information of the offerings such as price, quality and so, 
and it is based on brand beliefs. Affective loyalty is a liking or attitude towards a brand 
which is developed from cumulatively satisfying usage occasions. Conative loyalty is 
defined as a brand commitment to repurchase a particular brand which is influenced by 
repeated episodes of positive affect toward the brand. Action loyalty is when intention to 
act is transformed into readiness to act, accompanied by a desire to overcome obstacles 
that might prevent the act and a willingness to search for favourite alternative despite 
requiring considerable efforts to do so. If a consumer repeats this kind of behaviour, it is 
believed that action inertia would develop, which consequently facilitates repurchase. 
Many authors supported that the use of both attitudinal and behavioral brand loyalty 
measurement can effectively assess customer loyalty (Back and Parks, 2003; Bowen and 
Chen, 2001; Evanschitzky and Wunderlich, 2006; Oliver, 1980; Oliver, 1997). A 
combination of these two approaches is called composite measurement of loyalty (Bowen 
and Chen, 2001). By combining both behavioural and attitudinal loyalty measurement, 
loyalty is measured by customer's product preferences, propensity of brand switching, 
frequency of purchase, recency of purchase, and total amount of purchase. It has also 
been proved empirically that the composite measurement helps increase predictive power 
of loyalty (Back and Parks, 2003; Bowen and Chen, 2001; Evanschitzky and Wunderlich, 
2006; Oliver, 1980; Oliver, 1997; Pritchard and Howard, 1997). 
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Following from these reviews of the past studies in customer loyalty, the operational 
definition of conference loyalty to be used in this study is derived from the literature of 
consumer loyalty (Bowen and Chen, 2001; Evanschitzky and Wunderlich, 2006; Jacoby, 
1971; Oliver, 1980; Jacoby and Kyner, 1973; Oliver, 1997; Back and Parks, 2003; Bass, 
1974; Bowen and Chen, 2001; Chen and Gursoy, 2001; Hallowell, 1996; Taylor, 1998). 
Here, it is operationally defined as including both behavioural and attitudinal dimensions: 
Conference loyalty is the degree to which an individual exhibits repeat 
participation in a particular conference, and have a positive attitude towards that 
particular conference. By having a positive attitude, it means that a person must 
view that conference as superior to other conferences, possess a liking attitude, 
demonstrate a strong intention to attend it, and be committed and willing to 
attend this conference despite having to put much efforts on information search 
and other preparation. 
Respondents are asked to give their answers in relation to the conference that they have 
recently booked to attend and indicate their loyalty to that conference. All four aspects of 
the attitudinal conference loyalty are measured by using a seven-point Likert-type scale 
(1 = strongly disagree and 7= strongly agree) adopted from previous literature, while the 
indicator of behavioural loyalty including participation frequency at a particular 
conference in the past five years is measured in absolute value. Table 6-1 summarises the 
measures that are used to assess people's loyalty toward a particular conference. 
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Table 6-1 Summary of conference loyalty measurement questions 
Aspects of Conference Questions loyalty 
"I will always plan to attend this conference 
Attitudinal loyalty: Cognitive every time it is held as it is directly related to 
my work/interest. 
"I am likely to prefer this conference to other 
conferences in the future 
Attitudinal loyalty: Affective "I 
feel committed to attend this conference 
again. 
"I consider this conference to be one of my first 
conference choices in the future. 
"I am likely to say positive things about this 
conference. 
"I am likely to recommend this conference to my Attitudinal loyalty: Conative 
colleagues. 
"I am likely to attend this conference again in 
the future. 
" In the past, I recommended other people to 
Attitudinal loyalty: Action attend this conference. 
" In total, how many times have you been 
Behavioural Loyalty attending this conference in the last five years? 
The cognitive loyalty and affective loyalty are measured using the scales developed by 
Back and Parks (2003), while the measurement using to assess conative loyalty is 
adopted from the behavioural intention battery (Back and Parks, 2003; Zeithaml, Berry 
and Parasuraman, 1996). The scales used to determine action and behavioural loyalty are 
adopted from Evanschitzky and Wunderlich (2006) that focuses on two self-reported 
behaviour measures: word-of-mouth behaviour in the past and participation frequency at 
a particular conference in the past five years. 
Note that although scales and measures used in this study are very much based on the 
literature, they are modified to reflect the natures of conference products which are 
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distinct from other products and services. In addition, reliability of the loyalty scale is 
checked to ensure that it accurately measures the concept prior to summating the scores. 
6.2.1.3 Operational definition and measurement of prior conference 
experience 
Prior experience is defined as "memory for relationship between the self and the product 
in terms of information search, product usage, and purchase experience" (Park, 
Mothersbaugh and Feick, 1994, p. 73). Past research supported that prior experience with 
products/services is related to many aspects of consumer behaviour like information 
search, choice processes and processing heuristics used by consumers (Bettman and Park, 
1980; Brucks, 1985; Park et al, 1994). Also, empirical studies found that product-related 
experience along with stored product information are positively related to product 
knowledge/familiarity (Park et al, 1994). In addition, Park et al (1994) also pointed out 
several findings about effects of prior experience and consumer behaviour. For example, 
it was found that prior experience also serve as important cue people rely on when 
making a decision as they are highly accessible and can be quickly retrieved from 
memory as they are more vivid, salient and have richer connections to products than 
brand name and other product attributes. Moreover, it was found that as people have 
more experience with products, they develop greater level of attitude confidence. People 
also rely on experience as heuristics to make a choice decision (Park et al, 1994). Other 
authors including Nisbett and Ross (1980 cited in Park et al, 1994) also supported that 
personal experience with a certain product increase the perceived validity and personal 
relevance of information. 
Past research indicate that there are two dimensions of past purchase experience which 
include width and depth of purchase experience (Aurier, Jean and Zaichkowsky, 2000; 
Punj and Srinivasan, 1989). Width of experience is related to diversity of a person's past 
history in terms of number of brands a person has owned/purchased in the past, while 
depth of purchase experience signifies the total of number of purchases a person has 
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made in the product category (Punj and Srinivasan, 1989). It is also found that these two 
dimensions of past experience have significant effects on consumer choice process, 
particularly in the aspects of consideration set size and its formations. The existing 
studies confirmed that greater depth of experience is likely to be associated with smaller 
consideration set, whereas the greater width/breadth of experience could result in larger 
consideration set (Punj and Srinivasan, 1989). Similarly, Aurier et al (2000) also found in 
their study about consideration set size that there is an inversed U-relationship between 
depth of past experience and consideration set size. They also found the positive 
relationship between consideration set size and breadth of experience. 
In this study, prior conference experience is operationally defined as 
Actual conference participation experience in general and has two dimensions of 
past experience: depth and breadth. Depth of experience is measured by the total 
of number of conference attendance a person has made in past, and number of 
years an individual has attended conferences. Breadth/Width of experience is 
diversity of a person's past history in terms of types of conference a person has 
attended. 
Prior conference experience is measured in two dimensions: depth and breadth of 
conference experience which is consistent with previous literature (Bettman and Park, 
1980; Brucks, 1985; Park et al, 1994). For the measurement of depth of experience, 
respondents are asked to provide number of years a respondent has been attending 
conferences and the approximate number of conferences they have made 
in past five 
years. Consistent with Park et al (1994), breadth of conference experience 
is measured by 
examining the level of variation in the conferences attended in the past. 
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6.2.1.4 Operational definition and measurement of conference knowledge 
In previous research, it is evident that there are mixed results on the relationship between 
the product knowledge and consumer behaviours and one of the contributing factors is 
related to how the product knowledge was constructed and measured (Alba and 
Hutchinson, 1987). Many authors supported that the construct should be viewed as the 
multidimensional construct composed of familiarity and expertise (Alba and Hutchinson, 
1987), particularly Kerstetter and Cho (2004) found that for service products the product 
knowledge should be measured through familiarity and expertise as both of them were 
found to have a large correlation. Other authors also suggested that product knowledge 
should be measured through familiarity in terms of an individual perceptions of how 
much a person knows, and the amount, type, or organisation of what an individual 
actually has stored in memory (Brucks, 1985; Johnson and Russo, 1984). The former is 
commonly referred to subjective knowledge, while the latter is called objective 
knowledge (Capraro, Broniarczyk and Srivastava, 2003). Brucks (1985) pointed out that 
these two constructs of product knowledge are conceptually distinct. Similarly, based on 
the study by Park et al (1994) the formation of these two constructs are influenced by two 
different sources. That is, product-related experience is more strongly related to 
subjective knowledge, while the formation of the objective knowledge is much related to 
the stored memory. 
As the main focus of this study is to measure the perceptions people think they know 
about general conferences and specific conferences, it is proposed that the measures by 
using Brucks (1985), and Kerstetter and Cho (2004) are used in this study with some 
modifications to suit the nature of conference products. Thus, in this study conference 
knowledge would be measured through both familiarity and expertise. It is 
operationalised as 
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How much a person feels they know about attending conferences and how 
familiar a person is with a specific conference and conferences in 
general. 
In order to measure both familiarity and expertise dimensions of the conference 
knowledge, the measure of the conference knowledge section is divided into two 
sections. To measure the dimension of familiarity about specific conferences, respondents 
are asked to indicate their level of familiarity (knowledge) with several aspects of the 
conference that they are planning to attend on a seven-point numerical scale, ranging 
from not at all knowledgeable to extremely knowledgeable. To measure their expertise 
level about conferences in general, respondents would be asked to rate their knowledge 
about conferences in comparison with other people such as colleagues on a seven-point 
numerical scale, ranging from 1 (not at all knowledgeable) to 7 (extremely 
knowledgeable). 
6.2.1.5 Measurement of conference decision-making heuristics 
Based on the findings of the preliminary study, there are numerous activities that a person 
would engage prior to making the final decision, and these activities seem to differ from 
one group of people to another. Essentially, it is the aims of this research to study 
different ways of how a conference is carried out, namely the decision-making heuristics 
and the underlying contributing factors to the existence of multiple patterns of decision- 
heuristics. In this study, decision-making heuristics are defined as: 
A style a nd pattern of how an individual makes conference decisions that 
is 
related to the level of information search, perceived difficulty of 
decision-making, 
time needed to make decisions, and the extent and stability of their consideration 
set. 
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Based on the preliminary study's results, a multi-item scale is derived to measure how 
people make their decisions in general on a seven-point Likert scale (1 = strongly 
disagree and 7= strongly agree). The scale includes the following items: 
"I find it easy to decide which conference (s) to go to. 
"I consult others before deciding which conference (s) to attend. 
"I search information about conferences from many sources before choosing a final 
choice. 
"I always have a particular conference (s) that I plan to attend every year. 
" It takes me a long time to make a final decision about which conference to go to. 
6.2.1.6 Measurement of conference factors 
Finally, using a seven-point numerical scale labelled (1) extremely unimportant and (7) 
extremely important, respondents are asked to rate the influence of different conference 
factors on their decision to participate. Factors include conference topic and time, 
composition of attendees, as well as learning, networking, and business opportunities. 
Even though it is not the primary aim of the study to rate the importance of the 
conference factors, a rationale for including this part in the questionnaire is to find out 
whether there is any pattern in terms of how people rate these factors. 
6.2.2 Pre-testing of questionnaire and assessing validity of measures 
A number of steps are taken in order to ensure that a questionnaire is properly designed 
and reliable. Firstly, questionnaire is pre-tested, reviewed and commented by academic 
staff from School of Management to ensure the clarity of wording and appropriateness of 
questionnaire sequencing. Any ambiguous questions as well as length of time to complete 
a questionnaire are noted. The panel is also asked about their general reactions to 
questionnaire and their feelings about completing the instrument. The pre-testing is 
completed when no new comments and suggestions are emerged. 
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Also, Sekaran (2003) suggested that a panel of judges can also help to assess the content 
validity of the measure by examining the instrument whether contains an adequate and 
representative set of items to measure a concept of interest. Thus, in this study the content 
validity or face validity is checked by the panel of academic to assess whether "the items 
that are intended to measure a concept, do on the face of it look like they measure the 
concept" (Sekaran, 2003, p. 206). Although, some argue that face validity is a very 
minimum index of content validity, this seems to be a sufficient method in this study. 
This is because a set of items included in the questionnaire are derived from the literature 
which reliability and validity have been previously checked. Based on the panel's 
comments and suggestions, questionnaire is revised accordingly. 
6.3 SAMPLING 
Sampling is the process of selecting the right number of people to be involved in a study 
and it is essential for all studies that aim to produce results that are generalisable to the 
whole population (Sekaran, 2003). There are two issues that need to be addressed with 
regard to sampling: sampling design and sample size. 
6.3.1 Sampling design 
Generally, there are two types of sampling design, probability sampling and non- 
probability sampling (Sekaran, 2003). Probability sampling is when each element is 
randomly selected and has a known chance of being chosen as a subject in the sample 
(Clark, Riley, Wilkie and Wood, 2003; Sekeran, 2003). It is regarded as the most 
effective sampling design as it can lead to legitimate and generalisations about the 
population from which a sample is drawn. On the other hand, non-probability sampling is 
when an element in the population does not have a known chance of being chosen. Also, 
as a sample is not randomly selected but sometimes pre-selected by a researcher, thus 
many authors questioned the generalisation of results obtained from non-probability 
sampling (Clark et al, 2003; Sekeran, 2003). 
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However, Saunders, Lewis and Thornhill (2007) argued that the choice of sampling 
techniques is also dependent on the feasibility of collecting data to meet the research 
questions and objectives of the study as well as the accessibility of the data. In business 
research, most particularly consumer research it may not always be possible to specify 
the probability that an individual or case will be chosen statistically at random due to the 
inability to specify the total number of population and obtain the sampling frame 
(Saunders et al, 2007). Thus, the sample may be selected by using other techniques of 
non-probability sampling. 
This is particular the case in this study as it is very difficult to obtain the sampling frame, 
the complete list of all the conference attendees. Also, due to the confidentiality matters 
the conference organisers cannot provide the lists of people who are registered to attend 
their conferences. Based on these reasons, non-probability sampling is used in this study. 
Although the non-probability sampling has been questioned about the generalisablity of 
the findings, in this study attempts are made to ensure that the sampling would not be pre- 
selected by the researcher. 
Since it is imperative that a sample of this study should be able to provide accurate 
information about how they make their decision, and in order to achieve this a chosen 
sample should have already undergone the whole process of decision-making and have a 
fresh memory about they way they make the decision. Hence, in order to improve the 
generalisability of the findings, two criteria of potential respondents are predetermined in 
advance, and attentions are paid to ensure that the respondents meet these criteria. Thus, 
two criteria of the respondents are that they are conference attendees, and they have 
registered to attend a conference but not yet attended it. 
Specifically, the sampling techniques used in this study are self selection sampling, 
convenience and purposive sampling. Self selection sampling is when an individual make 
their own decision to take part in the study, and it involves publicising about the study 
and collecting data from those who respond (Saunders et al, 2007). It is planned that the 
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information about the study is sent to potential conference organisers and those who 
respond are later asked to forward the invitation letters to participate in the study to their 
conference registrants. The list of conference organisers is identified from the web site 
that advertises the incoming conferences worldwide. The emails are sent to conference 
organisers until the required sample size is met. 
The study also adopts some aspects of the purposive sampling, the technique that allows 
the researchers to use judgement to select the cases those are likely to help meet the 
study's objectives (Saunders et al, 2007). In particular, as stated earlier the study 
predetermines specific criteria of the potential respondents in advance, which can help to 
ensure that the obtained data is useful in answering the hypotheses and meeting the 
study's aims and objectives. 
Even though these three sampling techniques are widely criticised to have little control 
over the content and there is no attempt to obtain the representative of sample (Saunders 
et al, 2007), in the current study the control over the content and representativeness of the 
sample is improved by ensuring that the potential respondents meet those aforementioned 
pre-specified criteria. 
6.3.2 Sample size 
In terms of sample size, a sample size table by Krejcie and Morgan (1970 cited in Clark 
et al, 2003; Sekeran, 2003) and the guidelines proposed by Roscoe (1975 cited in Clark et 
al, 2003; Sekeran, 2003) are used to determine the sample size for the study. In the 
sample size table by Krejcie and Morgan (1970 cited in Sekaran, 2003), the size of 
population would indicate how many people should be drawn and involved in the study. 
In addition, Roscoe (1975 cited in Clark et al, 2003; Sekeran, 2003) suggested that the 
sample size larger than 30 and less than 500 is appropriate for most studies and it is 
necessary that each sub-group of the sample should be more than 30. Taking these 
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guidelines and the estimated number of 3,719,455 participants in 2005 (ICCA, 2006) into 
considerations, it is anticipated that the sample size of this study is 400 people. 
6.4 QUESTIONNAIRE ADMINISTRATION 
The questionnaire is administered on-line. In order to get access to the potential 
respondents, it is planned that at the initial stage key conference organising bodies of 
conferences are identified and approached for their assistance in terms of getting access 
to registered conference registrants. The conferences are drawn from various disciplines 
including medical, science, education, hospitality, and business which are scheduled 
during the period of April - June 2007. The rationale for targeting the conferences in that 
particular period is that according to the ICCA statistics May and June are the peak 
seasons for conferences (ICCA, 2006). Additional conference organisers are contacted if 
the required sample size is not met. After that, the organisers are asked to send emails to 
all registered conference registrants to invite them to participate in completing on-line 
questionnaire. 
6.5 DATA ANALYSIS 
Statistical Package for the Social Sciences (SPSS), Release 13.0 is used in the main 
study. Figure 6-2 illustrates the step-by-step procedures of data analysis of the main 
study. 
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Figure 6-2 Data Analysis Procedures 
Analysis Descriptions 
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with missing data 
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Data preparation 
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  Handling outliers, data normality 
and data transformation if necessary 
  Checking linearity and 
homoscedasticity 
, %nd-.. 
AW ýI4 
  Sample characteristics Descriptive statistics Calculating means of the relevant 
variables 
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  Derive clusters with unique conference   Two-Step SPSS Cluster Analysis 
decision heuristics   Validation of Cluster solution using 
  Determine variables that can One-way Analysis of Variance 
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4th Staue 
Hypotheses Testing: Regressions analysis 
  Assessing relationship among   Correlations 
constructs   Hierarchical multiple regression 
  Assessing whether the clusters of analysis with interaction effects 
conference registrants would moderate 
the relationship between the variables 
affecting the complexity of conference 
decision-making 
  Examining the effects of the clusters on 
the complexity of conference decision- 
makina 
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6.5.1 1St Stage: Data Preparation 
6.5.1.1 Missing Data 
Before subjecting the data to statistical analysis, the data is recorded in SPSS program 
and checked for accuracy. Negatively worded statements are reversed. After that, missing 
data is identified and dealt with. According to Hair et al (2006), if missing data is lower 
than 10 percent and occurs in a random fashion, then the missing data can generally be 
ignored and deletion of items and cases is unnecessary. 
6.5.1.2 Reliability of scale 
It is also very crucial that "goodness" of the measures should be assessed. The literature 
has suggested that measures should be checked for their reliability and validity (Sekaran, 
2003). Reliability of measure is done in order to ascertain that the instrument indeed 
accurately measures the concept, while validity helps to assess whether the measure 
actually taps into the concept it is intended to do so (Sekaran, 2003; Churchill, 1979). 
In terms of assessing reliability, it is common to examine the internal consistency of 
measures (Sekaran, 2003). Internal consistency is the indication of whether items used to 
measure a concept "hang together as a set" and can independently measure the same 
concept. Cronbach's coefficient alpha is one of the most common techniques and 
believed to be the first measure one should calculate to assess the quality of the measure 
(Churchill, 1979). It measures how well the items in a set positively correlated to each 
other and it looks at the inter-correlations among the items measuring a particular 
construct. It is suggested that alpha coefficient closer to 1 indicates higher internal 
consistent reliability of the measure (Sekaran, 2003). 
Thus, in this study, Cronbach's coefficient alpha is calculated for the measures of 
satisfaction, attitudinal loyalty, prior conference experience, conference knowledge, and 
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conference decision heuristics. The reason for not performing factor analysis on these 
variables is due to the fact that the study aims to test the overall relationship between 
these constructs, thus deriving their dimensions would deem unnecessary here. The alpha 
coefficient closer to one indicates that a particular measure is reliable. If any measure has 
low coefficient, it is suggested that some items do not belong in the measure and they 
should be eliminated (Churchill, 1979). Thus, to find those items the correlation of each 
item is calculated with the total score and the items with correlations near zero should be 
excluded from the questionnaire. Churchill (1979) also recommended that items that 
produce a substantial drop in the item-to-total correlations should also be eliminated. 
It is recommended that Cronbach's coefficient alpha should be above . 70 
(Pallant, 2005), 
however as the Cronbach's alpha is found to be positively related to number of items in 
the scale more stringent requirement is needed if assessing the reliability of the scale with 
more than 10 items (Hair et al, 2006). In the current study, the Cronbach's coefficient 
alpha of the variable with more than 10 items should be above . 
80 to indicate the internal 
consistency of the scale. In addition, an item with item-total correlation score of . 30 or 
lower would be deleted from the scale as it indicates that the item does not measure the 
same thing as other items in the scale (Pallant, 2005). 
According to Pallant (2005), the alpha is quite sensitive to the number of items in the 
scale and in the scale containing fewer than 10 items it is more appropriate to report the 
inter-item correlations and the optimal range of the correlations should be .2 to . 
4. If the 
value is lower than . 
1, it is unlikely that a single total score could adequately represent the 
complexity of the items (Briggs and Cheek, 1986). 
6.5.1.3 Factor analysis of conference factors 
Items measuring conference factors are factor analysed prior to be used in the subsequent 
data analysis. The main objectives of using factor analysis on these variables are to 
discover the dimensionality of this variable, and reduce number of variables into a more 
113 
Chapter 6 Methodology - The Main Study 
manageable set of the variables to be used in the later stage of data analysis. It is also 
intended that the summated scores of those derived dimensions or factors are created to 
represent the variables grouped in the same factor. 
Factor analysis is a technique that "provide (s) the tools for analysing the structure of the 
interrelationships (correlations) among a large number of variables.. . 
by defining sets of 
variables that are highly interrelated factors" (Hair et al, 2006, p. 104). In order to carry 
out factor analysis on the aforementioned variables, the guidelines suggested by Hair et al 
(2006) would be followed. 
Firstly, data is checked for the suitability for factor analysis as it is vital to ensure that a 
number of assumptions are met prior to commencing the factor analysis. Based on Hair et 
al (2006)'s guidelines, these assumptions include the following: 
1. Sample size needs to be sufficient enough and it is acceptable to have at least 10 
times as many observations as the number of variables (10: 1 ratio). 
2. Correlations between the variables should be presence. Precisely, the correlation 
matrix should contain a number of correlations greater than . 
30, and any variables 
with correlation below. 30 should be omitted from the factor analysis. 
3. To indicate that there are sufficient correlations among the variable to proceed, 
Bartlett's test of sphericity should be statistically significant at p< . 05. 
4. Measure of sampling adequacy value must exceed . 
60. 
The next step is to decide on two issues including the method of extracting the factors, 
and the number of factors selected to represent dimensions of the data. In terms of factor 
extracting methods, there are two choices, common factor analysis and principal 
component analysis. Hair et al (2006) advocated that the selection of the final method 
depends on two criteria including the objectives of the factor analysis, and the amount of 
prior knowledge about the variance in the variables. They also went on to suggest that if 
the objective of a study is to summarise data in a smaller and more manageable number 
of factors, then component analysis should be used. In contrast, if the objective 
is to 
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primarily identify underlying factors or dimensions of the data, then common factor 
analysis is more appropriate. However, empirical research have found that both of these 
methods could create the same factor results if there are 30 variables or more in the factor 
analysis or . 
60 communities are found for most variables. In this study, principal 
component analysis is chosen as the objective of using factor analysis is to summarise 
data into a more manageable set of factors that could be used in the subsequent data 
analysis. 
Following guidelines by Hair et al (2006), a number of stopping criteria are used to help 
determine number of factors to retain. These criteria are described as follow: 
1. Kaiser (1960) suggested that only factors with eigenvalues greater than 1 should 
be retained as the amount of variations explained by factor of eigenvalue of 1 or 
more are substantial enough. 
2. However, Hair et al (2006) recommended the use of more than one criteria as in 
some occasions Kaiser's criteria could produce too many factors. Thus, another 
stopping criteria is the Scree's test. Here, a scree plot is produced and a cut-off 
point should be where there is a sharp descent in the curve following by a point 
where the line becomes horizontal (Hair et al, 2006). 
Having determined the initial number of factors to retain, attentions turn to the issues 
regarding the factor rotation method. Factor rotation is vital as it helps to aim 
interpretation and understanding of the derived factor by removing some ambiguities that 
are often found in the initial unrotated factor solutions. For principal component analysis, 
there are two common rotation methods, orthogonal and oblique methods. The main 
difference between these two rotations is that orthogonal assumes that all factors are 
independent and not correlated with each other, while the opposite is true for oblique 
method. However, although it is unrealistic to assume that the factors are not correlated, 
the orthogonal method is used in this study. This is because the goal of using factor 
analysis here is to reduce number of variables into smaller sets of variables and according 
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to Hair et al (2006) the method is generally preferred when the research goal is data 
reduction to a smaller number of variables. 
When interpreting the factors, it is important to note which factor loadings are significant 
both practically and significantly. For practical significance, the factor loading, or the 
correlation of each variable and the factor loadings should be ±. 30 to meet the minimum 
requirement (Hair et al, 2006). In terms of statistical significance, the role of sample size 
needs to be taken into consideration, Table 6-2 displays the Hair et al (2006)'s guidelines 
for determining the acceptable factor loading for a given sample size. 
Table 6-2 Guidelines for identifying significant factor loadings based on sample size 
Factor loading Sample size needed for significance 
. 30 350 
. 35 250 
. 40 200 
. 45 150 
. 50 120 
. 55 100 
. 60 
85 
. 65 
70 
. 70 
60 
. 75 
50 
Source: BMDP (1992) cited in Hair et al (2006), p. 128 
Taken into the account of the required sample size of 400 in this study, the factor loading 
value should be ±. 30 or greater and if any variable is found with factor loading of lower 
than ±. 30, it would be omitted to the factor analysis. 
In addition to low factor loading values, another problematic issue relating to factor 
loading is cross-loading. It is when a variable is found to have significant loadings on 
more than one factor and it is a candidate for possible deletion. Once identifying and 
omitted problematic variables, data should be subject to principal component analysis in 
an iterative manner until the resulting factor matrix is purified and the factor structure 
is 
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clear and easy to interpret. Names are assigned to all factors in the final factor solution 
and summated scores are calculated for all factors which are used in the subsequent data 
analysis. 
6.5.1.3 Outliers 
As part of data screening, the next step is to identify outliers. As it is imperative that 
outliers have to be identified and dealt with before the data are subjected to actual 
analysis as many statistics are sensitive to outliers and the outliers can seriously distort 
the results. Outliers are observations with a "unique combination of characteristics 
identifiable as distinctively different from other observations" (Hair et al, 2006, p. 73). 
There are generally three types of outliers, univariate, bivariate and multivariate outliers. 
The univariate outliers are those cases with an extreme value for a particular variable, 
whereas bivariate and multivariate outliers refer to those cases that have a combination of 
extreme scores on one or two variables (Hair et al, 2006; Tabachnick and Fidell, 2007). 
Hair et al (2006) suggested that outliers could be identified from univariate, bivariate and 
multivariate perspectives and researchers should attempt to utilise as many perspectives 
as possible in order for them to be able to identify similar patterns across perspectives, 
thereby increasing a chance of identifying true outliers. In terms of identifying univariate 
outliers, they suggested to firstly convert data values to standard scores (z-score, which 
have a mean of 0 and standard deviation of 1), and establish a threshold for designation of 
outliers. For example, in a small sample of 80-100, cases with standard scores of 2.5 or 
greater are identified as outliers, and this threshold value of up to 4 is more appropriate to 
larger sample sizes. 
From bivariate perspective, pair of variables can be assessed jointly to determine cases 
with extreme scores on both variables. The use of scatterplot superimposed by "an ellipse 
representing a bivariate normal distribution's confidence interval at 90 or 95 percent 
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confidence interval" can be used to determine cases that are isolated from others (Hair et 
al, 2006, p. 74). 
When there are more than two variables involved, multivariate outliers could be 
identified by using the Mahalanobis D2 measure. Hair et al (2006, p. 74) said 
"Mahalanobis D2 measures each observation's distance in multidimensional space from 
the mean center of all observations, providing a single value for each observation no 
matter how many variables are considered". Higher D2 indicates that a particular case is 
farther away from the general distributions of observations in multidimensional space. 
The D2 is divided by the number of variables involved (D2/df) and the value exceeds 2.5 
in small sample size and 3 or 4 in large samples can be designated as outliers (Hair et al, 
2006). Tabachnick and Fidell (2007) also recommended that the identification of 
univariate outliers should be preceded the checking of multivariate outliers, particularly if 
transformation of data is needed. 
6.5.1.4 Normality 
After having completed the preceding steps, normality for satisfaction, attitudinal loyalty, 
behavioural loyalty, conference knowledge, depth and breadth of prior conference 
experience, and conference decision heuristics are assessed to determine whether the data 
need to be transformed. It is essential that these tasks are completed as it is generally a 
requirement for many multivariate statistics and one of the assumptions underlying 
correlations and other multivariate statistics (including multiple regressions and cluster 
analysis) that are employed in this study (Tabachnick and Fidell, 2007). 
According to Tabachnick and Fidell (2007), normality is the assumptions that each 
variable and all linear relationship are normally distributed. Although some statistics are 
found to be robust to violation of normality, it is better to ensure the normality to enhance 
the analysis. They then further added that it is always safest to check the normality and, if 
necessary, transform data prior to commencing data analysis unless there is a compelling 
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reason not to. In ungrouped data, normality is found if each variable is itself normally 
distributed and the relationship between pair of variables are linear and homoscedastic. In 
grouped data, normality distribution is assessed by looking at the sampling distribution of 
means of variables (Tabachnick and Fidell, 2007). 
Following their guidelines, normality of variables is assessed by statistical and graphical 
methods. Statistically, normality can be assessed by examining skewness and kurtosis. 
Skewness is related to the symmetry of the distribution; a variable is skewed if its mean is 
not in the centre of the distribution. Kurtosis "has to do with the peakness of the 
distribution; a distribution is either too peaked (with short and thick tails) or too flat (with 
long, thin tails)" (Tabachnick and Fidell, 2007, p. 79). If a distribution of variable is 
normal, values of skewness and kurtosis are zero. Positive skewness above zero indicates 
that there is a pileup of cases to the left and the right tail is too long. On the other hand, 
negative skewness indicates that there are cases to the right and the left tail is too long. In 
relation to kurtosis, a value above zero means that a distribution is too peaked, while a 
value below zero indicates that a distribution is too flat (Tabachnick and Fidell, 2007). 
However, in large sample, it is likely that a statistically skewed variable or a variable with 
kurtosis value above or below zero does not deviate enough to make a substantive 
difference in the analysis, thus it is more important to examine the actual size and visual 
appearance of the distribution (Tabachnick and Fidell, 2007). 
In terms of graphical methods, histograms, expected normal probability plots and 
detrended expected normal probability plots are used to assess normality. A normally 
distributed value is when a bell-shaped curve is found in histograms. For expected normal 
probability plots and detrended expected normal probability plots, "the scores are ranked 
and sorted; then expected normal value is computed and compared with the actual normal 
value for each case" (Tabachnick and Fidell, 2007, p. 81). In expected normal probability 
plots, a diagonal is produced and the points of all cases are plotted along this diagonal. If 
the actual distribution is normal, these points are plotted along this diagonal from lower 
left to upper right, with some minor deviations. Similarly, detrended expected normal 
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probability plots contain a horizontal line intersecting at Y axis at 0.0, this line indicating 
the deviation of expected normal value. In these plots, actual deviations from expected 
normal value are plotted below and above the horizontal line. If a distribution is normally 
distributed, the cases will evenly spread below and above this line (Tabachnick and 
Fidell, 2007). 
6.5.1.5 Linearity and homoscedasticity 
As Pearson correlations and regression analysis are run to test hypothesised relationship 
between variables, it is necessary to ensure that the assumptions of linearity and 
homescedasticity are met. Therefore, scatterplots between pair of variables (satisfaction 
and attitudinal loyalty, attitudinal loyalty and behavioural loyalty, depth of prior 
conference experience and conference knowledge, and breadth of prior conference 
experience and conference knowledge) are prepared to check linearity and 
homescedasticity. 
Linearity is assessed by obtaining the bivarate scatter plots, and the scatter plot should be 
oval-shaped if the distribution is normal and the relationship of two variables is linear 
(Tabachnick and Fidell, 2007). In addition, homoscedasticity occurs when the variability 
in scores of independent variable should be similar to the values of dependent variables 
(Pallant, 2005). The relationship between two variables should be homoscedastic for the 
assumption of normality to be met. This can be assessed by inspecting scatter plots; the 
spread of scores should have the same width with some scores clustered toward the 
middle. If one of the above assumptions is violated, data transformation is recommended 
to enhance the analysis. 
Homoscedasticity is when "the variability in scores for one continuous variable is 
roughly the same at all values of another continuous variable... bivariate scatter plot 
should be of roughly the same width with some bulging toward the middle" (Tabachnick 
and Fidell, 2007, p. 85). It is also noted that the assumption of homoscedasticity 
is not 
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fatal to the analysis. In other words, the analysis may be weakened but not invalidated if 
this assumption is violated. 
6.5.22 "d Stage: Descriptive statistics 
Descriptive statistics are obtained to describe the characteristics of the sample as well as 
to gain an overall insights into the variables measured in the questionnaire. The 
descriptive statistics obtained for categorical variables such as gender, job position, age 
and etc. include frequency and percentage, while for continuous variables means, 
standard deviations and medians are calculated and presented. 
6.5.33 rd Stage: Hypotheses testing (Cluster Analysis) 
In order to test the Hypothesis 1, data is subjected to cluster analysis, and a one-way 
between group analysis of variance (ANOVA) is conducted to test the validity and 
examine the profile of the resulting cluster solutions. The cluster analysis is the 
appropriate technique for this study because it is the multivariate technique that helps to 
group objects such as people based on distinctive characteristics they have (Hair et al, 
2006). The cluster analysis is primarily used to classify objects so that similar objects are 
clustered in the same group and it is anticipated that clusters of objects should "exhibit 
high internal (within-cluster) homogeneity and high external (between-cluster) 
heterogeneity" (Hair et al, 2006, p. 559). The procedures of cluster analysis by Hair et al 
(2006) is followed in this study as it has been effectively used in many past studies such 
as Shim, Gehrt and Lotz (2001), Anable (2005), and Divine and Lepisto (2005). These 
procedures are explained in the following sections. 
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6.5.3.1 Objectives and Selection of cluster variates 
Firstly, Hair et al (2006) suggested that objectives of cluster analysis and selections of 
cluster variables have to be specified. Cluster analysis is found to help to address a 
number of research questions, including formation of taxonomy, data simplification, and 
relationship identification. In this study, the technique is primarily used to form 
taxonomy, an empirically based classification of people exhibiting distinctive conference 
decision heuristics. It is also planned that the classifications of conference decision 
heuristics derived from the cluster analysis are compared to those derived from the 
preliminary study of this research. In this study, it is also proposed that a number of 
variables are to be used as the cluster variates or a set of variables used to compare 
objects (people). 
Table 6-3 shows the cluster variables and the types of the variables. 
Table 6-3 Cluster variables used in the cluster analysis 
Cluster variables Types of variables 
Depth and Breadth of prior conference 
Continuous (Interval) 
experience 
Conference knowledge Continuous (Interval) 
Individual characteristics: Years of 
Continuous (Interval) 
working experience 
Individual characteristics: Job position Categorical (nominal) 
There are four continuous variables and one categorical variable that are used in the 
cluster analysis because it was found in the preliminary study that they could affect the 
type of conference heuristic people may use in selecting a conference. However, as it is 
recommended that cluster variables should be independent, thus the final choice of cluster 
variables depends on the results of correlation analysis carried out in the first phase of the 
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data analysis. In addition, a number of cluster solutions based on the use of these 
variables are obtained and the solution that best serves the research needs will be 
selected. 
6.5.3.2 Testing the assumptions of cluster analysis 
The second stage in cluster analysis addresses several issues in research design including 
identifying outliers, choosing measure of similarity, assessing the adequacy of sample 
size, and standardisation of the variables/objects (Hair et al, 2006). In terms of measuring 
similarity, the most commonly used measure is distance measure. Distance (proximity) 
measures indicate similarity of objects across a set of clustering variables and larger 
values signal that the objects are not similar to each other. Consistent with Hair et al 
(2006), it is proposed that a distance measure that is appropriate for the types of cluster 
variable is to be calculated in order to obtain the cluster solutions that best represent the 
underlying patterns of data. 
With regard to the representativeness of sample, an extra care is paid to ensure that the 
sample size will be large enough to be representative of the small groups within the 
population and represent underlying data structure. This is because the issue of sample 
size in cluster analysis does not relate to statistical inferences (statistical power) but the 
issue of representativeness of the sample is more important (Hair et al, 2006). 
Also, the issue of multicollinearity is also addressed as this could significantly impact the 
quality of clusters produced. Multicollinearity is "the extent to which a variable can be 
explained by other variables in the analysis" (Hair et al, 2006, p. 557). Consistent with 
Hair et al' s suggestions (2006), multicollinearity will be assessed and if found several 
actions will be taken such as reducing number of variables to be equal in each set or use 
one of distance measures to compensate for this correlation. 
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6.5.3.3 Selection of partitioning procedures 
The next stage is to select partitioning procedures to form clusters and decide on number 
of clusters to be formed. There are a number of procedures available in SPSS program in 
clustering cases and objects into homogenous groups, which include hierarchical cluster 
analysis, two-step cluster analysis, and K-means cluster analysis (Norusis, 2007). Each of 
these procedures employs a different algorithm for grouping clusters. However, since the 
cluster variables used in this study are both categorical and continuous variables, the two- 
step cluster analysis is the appropriate procedure for this study because it can produce 
cluster solutions based on mixtures of categorical and continuous variables. On the other 
hand, the hierarchical cluster analysis and K-means analysis do not have the distance 
measures that are suitable for use with both types of variables (Norusis, 2007). 
With regard to the two-step cluster analysis, the procedures offer a number of benefits 
and one of which is that it can analyse large data files and create clusters simultaneously 
based on categorical (nominal) and continuous (interval) variables. Also, it can 
automatically select the best number of clusters, in addition to measures for choosing 
between the cluster models. The distance measure used in determining the similarity of 
objects across a set of clustering variables is the log-likelihood distance measure and 
there are two key assumptions of using this distance measure. Firstly, the data have to be 
normally distributed (for continuous/interval variables) and multinomially distributed (for 
categorical/nominal variables). Secondly, all variables included in the analysis should be 
independent. 
According to Norusis (2007), there are two main steps involving in SPSS Two-step 
cluster analysis including pre-clustering, and hierarchical clustering of pre-clusters. The 
first step, pre-clustering uses a sequential clustering approach which is concerned with 
forming a number of pre-clusters in order to reduce the size of matrix that contains 
distance between pairs of all cases. Based on a distance measure data is scanned one by 
one to decide whether it should be merged with an existing pre-cluster or start a new pre- 
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cluster. When all data are scanned and a number of pre-clusters are formed, all cases in 
the same pre-cluster will be treated as one single entity, not as an individual case, and the 
distance matrix will be dependent on the pre-clusters, not cases. Outliers will be 
identified and grouped in a separate cluster. It is also important to randomly order the 
cases as the final cluster solutions may be affected by the order of the cases. In the second 
step, SPSS uses hierarchical clustering algorithm on the pre-clusters to group those sub- 
clusters resulting from the pre-cluster step to form a desired number of clusters. 
Thus, prior to use the two-step cluster analysis, correlation analysis and cross-tab 
procedures should be used to test the independence of the interval and nominal variables 
respectively, and all variables should be checked for the normal distribution. However, 
empirical studies are found that the procedure is quite robust to the violations of both 
assumptions because the cluster analysis involves only the descriptive follow-up and not 
the hypothetical testing and calculation of observed significance level. Thus, it is still 
acceptable to cluster data even though those assumptions are not fully met as long as the 
best cluster solution that meets the research needs can be determined (Norusis, 2007). 
6.5.3.4 Determining number of clusters 
Two-step cluster analysis is employed to find resulting clusters. Outliers are identified 
and grouped in a separate cluster. A log-likelihood distance measure is used as cluster 
variates included both categorical and continuous variables. The distance between two 
clusters depends on the decrease in the log-likelihood if two different clusters are formed, 
and cases are assigned to a cluster if it leads to a larger log-likelihood (Norusis, 2007). 
All cases are randomly ordered in order to minimise the effects on the final cluster 
solutions and all cluster variables are also standardised. Norusis (2007) suggested that in 
order to find the right number of clusters one should identify a stage at which Schwarz's 
Bayesian Criterion (BIC) becomes small and the change in BIC is small. 
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6.5.3.5 Interpretation of the clusters 
Once the clusters are formed, each cluster is examined in order to assign a label for each 
cluster that truly reflects the nature of cluster (Hair et al, 2006). Norusis (2007) suggested 
that the examination of cluster compositions can be done by obtaining the cross- 
tabulations of the distribution of the categorical variable in each cluster, and the mean for 
each cluster group for the continuous cluster variables. In addition, the chi-square tests 
for the categorical variables and t test statistics for the continuous variables should be 
obtained in order to determine how importance each cluster variable is for the formation 
of the cluster. The chi-square tests "compares the observed distribution of values of the 
variables within a cluster to the overall distribution of values" (Norusis, 2007, p. 385). If 
the observed value of the variable within a cluster is greater than the critical value- notion 
of how dissimilar each cluster is from the overall value, thus it signals that the particular 
variable is important in differentiating that cluster from others (Norusis, 2007). Similarly, 
he also suggested that the t test statistics can compare the mean of the variable in the 
cluster to the overall mean, and the variable is assumed to help distinguishing one cluster 
to another if the mean of the variable in the cluster exceeds the critical value. However, in 
the case of more than 2 clusters analysis of variance (ANOVA) is more suitable as the 
technique is suitable for comparing differences between 3 groups or more (Field, 2005). 
The following sections describe how ANOVA is conducted. 
6.5.3.5.1 Analysis of variance (ANOVA) 
Analysis of variance (ANOVA) is a technique that is primarily used to compare two or 
more means to see whether there is any statistically significant difference among these 
means (Tabachnick and Fidell, 2007). It compares two estimates of variance; one is the 
differences within each group which is believed to occur by chance. The second variance 
arises from the differences between groups which are believed to be a reflection of the 
group differences and affected by the independent variables. Differences between these 
variances are calculated as ratio, called F-ratio where the variance between groups is 
divided by the variance within the group. If F-ratio is large, it indicates that the variance 
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between groups is larger than the variance within group and consequently the 
independent variables have more effects on the dependent variables than the effects of 
error. A significant F test also indicates that the null hypothesis stating that the mean 
groups are the same can be rejected. 
An additional test has to be performed in order to identify where difference between 
groups lie. Field (2005) suggested that there are two ways of finding out which groups 
differ, planned contrasts and post hoc tests. Planned contrasts is done when one needs to 
compare the differences between specific groups in order to test hypotheses, while the 
post-hoc tests compare every group to explore differences between groups. Post-hoc 
comparisons are designed to use stricter acceptance criterion to prevent the possibility of 
Type 1 error that might occur when there are large number of comparisons being made 
(Pallant, 2005). There are various alternatives of post-hoc tests which vary in terms of 
their strictness and statistical power. If the sample size of each group is relatively equal, 
Tukey is one of the most suitable post hoc tests that has good statistical power and tight 
control over Type 1 error. However, if the sample size is slightly different, then Gabriel's 
procedure is more suitable (Field, 2005). 
Prior to performing ANOVA, a number of assumptions have to be checked and met in 
order to ensure that the results are reliable, although the technique is found to be quite 
robust to the violation of assumptions. These assumptions are very similar to the 
assumptions of Pearson Correlations which include normality of data, the independence 
of observations, and dependent variables measured on an interval scale. Equally 
important is the issue of homogeneity of variance which means that the variance in each 
group should be fairly similar. The violation of this assumption can produce serious 
consequences if the sample size of each group is not equal (Field, 2005). When a group 
with larger sample size has larger variance than the group with smaller sample size, the 
results of F-ratio tend to be conservative and produce a non-significant result when there 
is in fact a significant difference. On contrary, when the large group has smaller variance 
than smaller groups, then a significant value might be produced when there is no 
127 
Chapter 6 Methodology - The Main Study 
difference between groups. In SPSS, the homogeneity of variance is tested by Levene's 
test for homogeneity of variances and non-significant result indicates that this assumption 
is met. If the violation is found, then the F-results obtained from an alternative test, 
Welsh has to be reported instead. 
In addition to determining the statistical differences between groups, it is imperative to 
find out whether results are of any theoretical and practical significance. Tabachnick and 
Fidell (2007, p. 52) suggested that the effect size has to be calculated in order to 
determine "the amount of the total variance in the dependent variable that is predictable 
from knowledge of the levels of the independent variable". One of the common ways of 
finding out the effect size is to calculate the eta squared, which is obtained by dividing 
the sum of squares between-groups with total sum of squares. The resulting ratio could 
range from 0 to 1. Cohen (1988) proposed the following guidelines in interpreting the 
ratio : 
" . 01 = small effect; 
" . 06 = moderate effect; and 
" . 14 = large effect 
In the current study, after ascertaining the statistical assumptions are met, ANOVA using 
SPSS is performed on a number of cluster variates as dependent variables to examine 
whether there are significant differences among the derived clusters. If F-ratios are 
significant at p< . 
05, post-hoc comparisons are performed to detect which clusters differ. 
Post-hoc comparisons are chosen because the aim of using ANOVA here is to test the 
overall differences between groups and there is no specific hypothesis that needs to be 
tested. Post-hoc comparisons would be completed using Tukey (if the sample size of the 
cluster is relatively equal) or Gabriel (if sample size of the clusters is different). In 
addition, eta squared value is obtained to determine the effect size of the results. 
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6.5.3.6 Validation of clusters 
It is planned that the clusters are checked for its validity to examine whether they are 
representative of the general population, generalisabale and stable over time. Hair et al 
(2006) further suggested that the cluster solutions should be validated in order to ensure 
their generalisability and practical significance. Validation is also critical as cluster 
analysis is often criticised for its exploratory and atheoretical basis. Validation can be 
done by assessing the predictive validity of the cluster solution and this is achieved by 
performing analysis on variables that show theoretically based relationship with the 
cluster variables but were excluded from the cluster analysis. It is anticipated that 
differences should exist on these variables across the clusters, and it can be concluded 
that the clusters have predictive validity if significant differences do exist. Following the 
above guidelines, ANOVA is tested to ascertain whether there are significant differences 
on these variables across the clusters. 
Once the derived clusters are satisfactorily profiled and validated, they are subsequently 
used in the regression analysis. They are treated as one of the predictor variables, and 
interaction terms are prepared in order to test whether they have moderating effects on 
the proposed theoretical framework of the study. 
6.5.44 Ih Stage: Hypothesis Testing 
In order to test the hypotheses 2-13, data is subjected to two main statistical methods, 
Pearson Correlations and hierarchical multiple regression analysis. The following 
sections are the details regarding these two techniques. 
6.5.4.1 Pearson Correlations 
The Pearson Correlation Matrix is prepared to determine the strength and significance of 
the bivariate relationship of all variables in the study (Sekaran, 2003). The value of 
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correlations (r) ranges from -1 and +1, where values closer to zero indicate no linear 
relationship between two variables (Tabachnick and Fidell, 2007). Theoretically, r values 
of -1 or +1 indicate the perfect relationship between the variables in a negative way (-1) 
and a positive way (+1). However, it is also suggested that neither of these are to be 
found when the correlations are done between two different variables. Also, if r is above 
. 
75, one should doubt whether two variables under analysis are truly two distinct 
variables (Sekaran, 2003). In terms of interpreting the size of the value of r, (Cohen, 
1988) suggested the following guidelines: 
r= . 
10 to . 29 or r= -. 10 to -. 29 Small 
r= . 
30 to . 
49 or r= -. 30 to -. 49 Medium 
r= . 
50 to 1.0 or r= -. 50 to -1.0 Large 
In addition, Pallant (2005) recommended that a number of assumptions need to be 
checked prior to subjecting the data to the correlation analysis. 
1. Scale of measurement for the variables under the study should be interval or ratio 
scales. However, the exception to this is when a pair of the variables consists of 
one dependent interval scale and one independent nominal scale with only two 
values (gender). 
2. Each subject must provide scores on both independent and dependent variables, 
thus any missing data on one of the variables should be excluded from the 
analysis of those two variables. Additionally, it is imperative that each 
observation that makes up the data should be independent of one another (Pallant, 
2005). 
3. Normality of the scores on each variable should be checked, and the relationship 
between the pair of variables should be linear. 
4. Homoscedasticity, the variability in scores of independent variable should be 
similar to the values of dependent variables. 
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6.5.4.2 Hierarchical multiple regression analysis 
In addition to Pearson Correlations, regression analysis is performed to test the 
hypotheses 2-13. This is because the technique is not only based on correlations but also 
helps to explore the relationship between one continuous variable and a number of 
independent variables. Pallant (2005, p. 140) summarised that multiple regressions can be 
used to address several types of research questions, including: 
" How well a set of variables is able to predict a particular outcome; 
" Which variable in a set of variables is the best predictor of an outcome; and 
" Whether a particular predictor variable is still able to predict outcome when the 
effect of another variable are controlled for 
Generally, there are three types of multiple regressions: standard multiple regressions, 
hierarchical regression and stepwise regression, and they differ mainly on the ways in 
which the predictor variables are entered into a regression model (Tabachnick and Fidell, 
2007). For standard multiple regressions, a sequence of how the predictor variables to be 
entered into the model is not predetermined by the researcher, but all predictor variables 
are entered into the model simultaneously. Unlike the standard multiple regressions, in 
hierarchical regressions the researcher decides the ways in which the predictor variables 
are entered into the model. Field (2005) suggested that the decisions should be based on 
theoretical considerations and the predictor variables should be entered into the model in 
order of their importance in predicting the outcome variable. Each predictor variable 
would then be assessed in terms of what it adds to the model at the point of its entry 
(Tabachnick and Fidell, 2007). 
Since it is the objective of the study to test the moderating effects of the clusters of 
people, hierarchical multiple regressions is the suitable analytical technique for many 
reasons. Firstly, multiple regressions can offer more flexibility for coding categorical 
variables (Frazier, Tix and Barron, 2004). Secondly, Baron and Kenny (1986) added that 
there is a drawback of using ANOVA to compare differences of the correlations between 
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the predictor variable (s) and outcome variable to determine the moderating effects of 
categorical moderator such as groups of people. This is because ANOVA presumes that 
there is an equal variance at each level of moderator, thus in the case of unequal variance 
across level of moderator the group with less variance would have less correlations and 
vice versa. 
In addition, hierarchical multiple regressions offers several other advantages that are 
beneficial to the study. Particularly, it reports R2 change which helps to determine the 
level of contribution each block of variables adds to the regression model when other set 
of variables are controlled for (Pallant, 2005). R2 change would be statistically significant 
if F change test is significant at p-value less than . 
05 (Hair et al, 2006; Pallant, 2005). 
6.5.4.2.1 Assumptions of multiple regressions 
Prior to performing regressions, Tabachnick and Fidell (2007), and Field (2005) strongly 
recommended that data has to be checked in order to ensure that assumptions of 
regression analysis are met. These assumptions are summarised in Table 6-4 and 
described in the following sections. 
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Table 6-4 Summary of Regression Analysis assumptions 
Assumptions Test Critical value 
N? 104+m (where 
Sample adequacy m=number of independent N>104+m 
variables) 
" Greater than 3.29 
" If 1 percent of the sample has 
standardised values greater than Examination of the 
2.58. 
standardised residuals 
Outliers " 
If 5 percent of the sample has 
the values of standardised 
residuals greater than 1.96 
>1 
Cook's distance statistics 
As determined by the table of 
Mahalanobis distances 
critical values 
Correlation matrix ? . 80 
Multicollinearity VIF >10 
Tolerance <. 10 
Homoscedasticity 
ZRESID/ZPRED scatter plot - 
of residuals 
Normality and 
linearity of Normality Probability Plots - 
residuals 
Independent of 
Durbin-Watson <1 or >3 
errors 
Source: Tabachnick and Fidell (2007); Field (2005) 
1. Normality of all variables has to be checked and transformations are performed if 
necessary. 
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2. Sample size needs to be sufficient enough in order to ensure that the ratio of cases 
to the independent variables is met the minimum requirements for each regression 
model. Tabachnick and Fidell (2007) suggested a formula for calculating the 
sample size requirements which is N>104+m (where in = number of independent 
variables). 
3. Outliers need to identified and dealt with in order to ensure that the model fits the 
data well and is not influenced by a small of cases. Field (2005) suggested that 
outliers can be detected by examining the standardised residuals, a difference 
between the values predicted by the model and the values observed in the sample. 
The author also recommended the following guidelines to use standardised 
residuals in detecting outliers: 
" Standardised residuals with an absolute value greater than 3.29 are cause 
for concern 
" The model is poorly fitted of data if more than 1 percent of the sample has 
standardised values greater than 2.58. Similarly, if it is found that more 
than 5 percent of the sample has the values of standardised residuals 
greater than 1.96, this indicates the model is the poor representation of the 
actual data. 
4. In addition, Cook's distance statistics can be used to identify cases that appear to 
have undue influence on the regression model, and according to Cook and 
Weisberg (1982 cited in Field, 2005), the values greater than 1 are cause for 
concern. Another statistic that assists in identifying outliers is Mahalanobis 
distances which is used to measure the distance of case (s) from the mean (s) of 
the independent variable (s). Here, a table of critical values dependent on the 
number of independent variables and the sample size by Tabachnick and Fidell 
(2007) would be consulted to determine the cut-off value for outliers. Also, once 
outliers are detected, they would be excluded from further stages in regression 
analysis. 
5. Multicollinearity of the independent variables should be screened in order to 
ensure that independent variables are not highly correlated. This can be examined 
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by looking at the correlation matrix of all the independent variables and 
identifying there is a correlation above . 
80. Other statistics are variance inflation 
factor (VIF) and tolerance value. VIF is a measure of whether an independent 
variable has a strong linear relationship with other independent variable (s). A 
common guideline is that a value of 10 or greater is a cause for concern and on 
average the VIF value should not be greater 1 (Bowerman and O'Connell (1990 
cited in Field, 2005). Tolerance statistic is in fact the reciprocal of VIF, and thus 
the value should be above . 
10. 
6. Homoscedasticity of residuals would be examined by the inspection of the scatter 
plot of the regression standardised residuals against standardised predicted 
residuals. The assumptions would be met if the points are roughly distributed 
around zero in a rectangular shape. 
7. The normality and linearity of residuals would be examined by the inspection of 
the Normality Probability Plots of the regression residuals. The assumptions 
would be met if the points in the Normality Probability Plots of the regression 
residuals are lied in a reasonably straight diagonal line from bottom left to upper 
right. 
The independent of errors is checked to ascertain that residuals of any observations 
should be uncorrelated or independent, and this can be tested by using Durbin-Watson 
statistic. As a general rule, the value should be 2; the value less than 1 or greater than 
3 
indicates a serious problem. 
6.5.4.2.2 Moderator effects of the clusters of people 
As stated in Chapter 5, the study intends to test whether the complexity and patterns of 
conference decision heuristics would be moderated by the profiles of people. 
Theoretically, a moderator is defined as "the qualitative (e. g. sex, race, class) or 
quantitative (e. g. level of reward) variable that affect the direction and/or strength of 
the 
relations between an independent or predictor variable and a 
dependent or criterion 
variable" (Baron and Kenny, 1986, p. 1174). Frazier et al (2004) stated 
that testing of 
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moderating effects helps to address the issue of when or for whom a predictor variable 
can predict the outcome variable. 
Baron and Kenny (1986) also summarised that testing of the effects of moderator would 
involve the feeding three causal paths into the outcome variable. Figure 6-3 illustrates 
these three paths involving in testing a moderating effect. 
Figure 6-3 Moderator model 
Predictor a 
Outcome 
Moderator 
variable 
Source: Baron and Kenny (1986), p. 1174 
As shown in the above figure, these three paths include the impact of the predictor 
variable, the moderator, and the interaction between the predictor variable and moderator. 
Interactions are defined as "an interplay among predictors that produces an effect on the 
outcome Y that is different from the sum of the effects of the individual predictors" 
(Cohen, Cohen, West and Aiken, 2003, p. 255). In other words, interactions help to 
determine whether the importance of one predictor variable varies over the range of 
another predictor variable, and if so it means that the second predictor variable moderates 
the relationship between the first predictor variable and the outcome variable (Tabachnick 
and Fidell, 2007). 
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Several planning issues need to be properly addressed prior to the testing of moderating 
effect and these are detailed in the following sections. 
6.5.4.2.2.1 Representing categorical variables as dummy coding 
Generally, one of the assumptions in regression analysis is that predictor variables must 
be continuous variables or categorical variables with only two categories, and dummy 
variables must be created if categorical variables with more than two categories are to be 
included in the regression (Field, 2005). Dummy coding is defined as "a way of 
representing groups of people using only zeros and ones" (Field, 2005, p. 208). As in this 
study the clusters derived from the cluster analysis would be treated as one of the 
predictor variables in the regression analysis, dummy coding would need to be created on 
these variables prior to placing them into the regression analysis. The procedures by Field 
(2005) are followed in creating dummy variables of the clusters which are: 
1. Once the clusters have been derived, one of the clusters is selected as a baseline 
group -a group against which all other groups are to be compared and this group 
would be assigned zero. Generally, a baseline group should be the group that 
represents the majority of the people (Field, 2005). 
2. Number of dummy variables is one group less than the total numbers of the 
derived clusters. A dummy variable is created for each of the clusters by assigning 
the value of 1 to the cluster and zero to all other groups. This process is repeated 
for all clusters, except for the baseline group. 
6.5.4.2.2.2 Creating the interaction terms 
As mentioned earlier, it is the aim of this study to test whether the relationship between 
variables in the study's conceptual framework of the study would vary depending on type 
(cluster) of people, thus prior to commencing the regression analysis interaction terms 
between continuous variables (satisfaction, attitudinal loyalty, behavioural loyalty, prior 
conference experience, conference knowledge and number of years worked in the current 
sector) and categorical variables (dummy variables of clusters of conference registrants) 
must be created. 
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Before creating the interaction terms, it is important that all continuous variables to be 
used as the predictor variables must be centred to avoid multicollinearity (Tabachnick 
and Fidell, 2007). Centring variables involves converting to deviation scores so that their 
scores have a mean of zero, and outcome variables should not be centred (Tabachnick 
and Fidell, 2007). 
According to Cohen et al (2003, p. 375), the tasks of generating the interactions between 
the continuous variables and the categorical variables involve creating the variables that 
are the original "main effects" variables. They further added that when the categorical 
variables have been dummy coded, then these interaction terms consist of a set of g-1 
variables that are equal to the continuous scale for one group and zero for other groups. 
When introducing these interaction terms in regression analysis together with the original 
variables, the interactions would test the difference the slope for the group with non-zero 
value and the baseline group. 
6.5.4.2.2.3 Structuring the equation (Order of the entry) 
After creating the interaction terms, all variables must be placed in the hierarchical 
multiple regression equation through a series of specified blocks or steps (Cohen et al, 
2003; Frazier et al, 2004). Generally, the first two steps include the centred predictor 
variable and a variable representing the moderator, and it is imperative that the 
interaction terms must be placed in the regression models after the predictor variable (s) 
and the moderators (s) from which they were created (Cohen et al, 2003; West, Aiken and 
Krull, 1996). Equally importance is that all variables contained in the interaction terms 
must be placed in the regression model (West et al 1996). 
Table 6-5 summarises the orders in which the predictor variables are entered into the 
regression models for H2 - H13. 
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Table 6-5 Orders of predictor variables to be entered into the hierarchical 
regressions 
Hypotheses 1" block of predictor variable (s) 
2"" block of 
predictor 
variables 
3r° block of 
predictor 
variables 
H2-H4 Satisfaction 
H5-H7 Attitudinal loyalty 
H8-1-110 " Number of years attending 
conferences Dummy 
  Number of conferences attended in variables: 
Interaction 
the past five years Clusters 
terms 
  Breadth of prior conference 
experience 
HI 1-H 13   Conference knowledge 
  Behavioural loyalty 
  Years of working experience 
These orders of entering the variables into the regression models are consistent with the 
recommendations of Cohen et al (2003), and West et al (1996). In addition, by entering 
the predictor variable (s) separately from the variable representing the moderator, one can 
see the contribution each block of variable can add in explaining in the outcome variable 
(Pallant, 2005). 
6.5.4.2.3 Evaluating the model (s) 
The main aim of regression analysis is to find a linear model that best fits and describes 
the data, and the method to achieve this is called the method of least squares. Using this 
method, the `line of best fit' is found by identifying the line among all possible lines that 
results in the least amount of residuals or differences between the observed data points 
and the pointed predicted by the line (Field, 2005). 
Once the line is determined, it is important to assess how well the line fits the actual data, 
namely assessing the goodness-of-fit of the model. There are two ways of assessing this. 
Firstly, the value of R2 should be obtained. This value is the amount of variance in the 
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outcome explained by the model in relation to how much variance there was to explain by 
using just the mean value. The R2 should be multiplied by 100 in order to express it in 
percentage. Also, it is important to assess the model through F-test. F value is determined 
by comparing the mean squares of the model with the residual mean squares. Field (2005) 
suggested that F value should be large, at least greater than 1 and reaches a statistical 
significant at p-value less than . 
05 to ensure that there is less than 5 percent chance that 
an F value would happen by chance alone. 
In addition to R2 and F value, for the hierarchical regressions, R2 change needs to be 
reported as it is used to evaluate the level of contribution each block of variables adds to 
the regression model when other set of variables are controlled for. R2 change would be 
statistically significant if F change test is significant at p-value less than . 
05 (Hair et al, 
2006; Pallant, 2005). Thus, R2 change of interaction terms has to be significant so that the 
moderator hypothesis would be supported (Baron and Kenny, 1986). 
6.5.4.2.4 Evaluating each predictor variable 
In assessing the predictive power of predictor variable (s), one needs to look at the 
regression coefficient, b and beta value. The regression coefficient, b is defined as `the 
change in the outcome resulting from a unit change in the predictor' (Field, 2005, p. 150). 
The b coefficient is the unstandardized simple regression coefficient for the case of one 
independent, while the beta weights are the regression (b) coefficients for standardized 
data. The inspection of beta values helps to assess the impact of the independent variable 
on dependent variable. In other words, higher beta value indicates that the particular 
independent variable has great impact on the dependent variable (Tabachnick and Fidell, 
2007). In addition, in order to determine whether a predictor or independent variable 
makes a significant contribution to predicting the outcome, t-statistic must be less than 
0.05. 
Field (2005) also advocated that researchers must ensure that the regression model 
derived can be generalised beyond the study sample, the cross-validation of the model 
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should be tested by either examining the adjusted R2 or splitting data into two halves, 
performing regression separately and comparing the results. In this study, adjusted R2 
would be obtained and compared with R2. 
6.6 CONCLUSION 
The chapter reported the methodology of the main study in great details. It started with 
the questionnaire design and measurement development, following by the details 
pertaining data preparation. The data analysis procedures for cluster analysis and the 
validity of the derived clusters were then reported and this was followed by the details 
regarding the hierarchical multiple regressions. 
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7.1 INTRODUCTION 
This chapter is divided into five main sections. The first section provides details 
regarding how questionnaire was reviewed, pre-tested and edited prior to final 
administration. It also reports the results of survey administration in terms of sample size. 
The second part focuses on the first stage of data analysis (data preparation), and key 
topics include screening of missing data and outliers, the results of factor analysis of 
conference factors, examination of reliability of scale, assessment of normality, linearity 
and homoscedasticity, and data transformation. The third section reports descriptive 
statistics for all variables. The fourth section details the findings of cluster analysis. This 
chapter is completed by reporting the testing results of hypotheses 2-13. 
7.2 QUESTIONNAIRE ADMINISTRATION 
7.2.1 Results of pre-testing 
In total, 14 academic staff of School of Management, University of Surrey (5 female and 
9 male) participated in the pre-testing of questionnaire. They were 2 professors and the 
rest were senior lecturers, lecturers and PhD students (4 for each group). On average, it 
took about 15 minutes to complete the questionnaire. 
The comments given by the respondents can be grouped into 3 common themes including 
wording, structure, seq uencing and contents, and others. In terms of the wording, 3 
common problems commented by the respondents were unclear wordings, grammatical 
and typing errors, and the use of the wordings that connote bias. With regard to the 
structure and formatting, there were 4 issues that need further attentions. These are lack 
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of information, unnecessary or redundant questions, formatting, and sequencing. In terms 
of the contents, the respondents pointed to two aspects that should be addressed. Firstly, 
many of them found it difficult to answer Part 4: Conference knowledge. In addition, they 
also suggested that more questions should be asked about the conference decision- 
making, i. e. the impact of different conference factors such as destination, networking 
opportunities. Inclusion of open-questions was also recommended in order to obtain more 
information about how people make their conference decisions. Full details of the 
comments are shown in Appendix 3. Based on the comments, the questionnaire was 
revised and the final version of the questionnaire is shown in Appendix 2. 
7.2.2 Sample size 
As described in the previous chapter, the survey was administered on-line through the 
University of Surrey System. Initially, during April -June 2007 invitation emails, which 
contained an introduction to the research and a link to the actual survey were sent to a 
total of 279 conference organisers to ask for their assistance in gaining access to the 
participants of their conferences. A total of 15 conference organisers agreed to send the 
invitation emails to their conference registrants. Most of participating conferences are to 
be held in USA and Europe. 
Of 850 participating respondents, a total of 475 respondents fully completed the survey, 
representing an overall response rate of 56 percent. 
7.3 1ST STAGE OF DATA ANALYSIS: DATA PREPARATIONS 
This part explains how data was handled, screened and checked prior to subjecting to 
relevant statistics to test the hypotheses of this study (Appendix 4 for the summary of all 
variables used in the study and the measurement questions). 
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7.3.1 Missing Data 
Initially, there were about 850 uncompleted questionnaires and 478 completed 
questionnaires, after checking for missing data three cases were deleted as there was 
more than 50 percent missing data. Thus, the total usable questionnaire was 475. 
The amounts of missing data of satisfaction, attitudinal loyalty, conference knowledge, 
years of attending conferences, number of conferences attended in the past five years, 
conference heuristics, and number of years worked in the current sector were minor 
ranging from 0.2 to 4.8 percent. Thus, mean values of the items were calculated from all 
valid responses and used to replace the missing data of the variable. 
7.3.2 Outliers 
In the current study, univariate outliers were identified by firstly examining the 
standardardised scores of satisfaction, attitudinal loyalty, behavioural loyalty, conference 
knowledge, and prior conference experience, and cases with values of standard scores 
exceeding a threshold of 3.5 were identified as potential candidates for outliers. Then, if it 
was found that transformations are necessary, the identification of multivariate outliers 
would have to be done after the data were transformed. Table 7-1 shows the results of 
univariate outliers. 
Table 7-1 Univariate Outliers Detection Results 
Variables Univariate Outliers Cases 
Satisfaction 338,392 
Attitudinal Loyalty No cases 
Behavioural Loyalty 311,318,378,381,401 
Conference knowledge 165 
Depth of Prior Conference Experience 175,454 
Breadth of Prior Conference Experience No cases 
145 
Chapter 7 Findings- The Main study 
Firstly, each case was observed individually to identify which cases had values of 
standardised scores exceeding 3.5. From univariate perspectives, none of cases exceeded 
the threshold of 3.5 on more than one variable. Furthermore, none of these cases had 
values so extreme that have significant impact on the overall measures of the variables as 
there is no significant difference mean and 5 percent trimmed mean of these variables. 
Thus, it was decided to keep those cases for further analysis. 
7.3.3 Reliability of scale 
The reliability analyses were carried out for satisfaction, attitudinal loyalty, conference 
knowledge, and conference decision heuristics prior to calculating the summated score of 
the variables. Table 7-2 reports the items measured in the study, together with their mean 
values and measurement reliability. 
146 
C 
E 
D 
eý 
E 
w 
O 
.C Cý 
N 
J2 
a- ý 
L 
V 
CC O l- 00 M d 'qt sN O C N - y -- N oo N O v) 00 N - 
kr) .ý 00 
N 
ý 
Ü 
. ý. 
U 
--a 4) U 
O ÖN 
O 
bA 
vi c)) 
4) 
U 'p 
Q 
,, N 
Cl 
bA 
° 
E 
Q) O V) r". + 
(. 2 
it 
g 
a. ) 
1+4 
E 0' ° 
Q 
C 0 o 0 " 3 v 
CI. 
ý Q' 
Ü p 
y ý' 
rU, C N U aq - N U -0 0 
0 V U bA ". 
O Ü OOO, 03 s vý U `:: C 
0.4 
c 
v 
U ý. i. 
°O 
ai an aý. 
U. on 0 
 
^ ý ý; 
0 O 
r- 
O 
C) 
U sU 
cS r. rA U v`i'i cn ý, U -b a) U a. 
ö - y 9 1) 
ca. C) V) 0 cd Cd 
0) (n = 
° bl) c o N -o o "ý 
5 äý o, 3 0 0) 
cq3 
c) r 0. 
o x a' a' .0 ° ; 7+ N y 
ö 
U an r 
. 3 
° 4-4 Cd cd v 
4- +1 O 0. . - E C N ; 
-Wb CIS 
U 
cd 
cd 
ý-4 Cd °U 
cd 
C/I 
cd 5 
p N 
0) 
U O cßä 
Ö° Um 
CIS 
ý 
ý 'ý ° a) > 
U , 4/ r Cn 
Q. O > ,, / Fi+ 
U U. .o U Ü r-1 
0 
0) 
O O 
cl 
. 
v 
ß 
(A I 
10 
0 
U 
N 
H 
O 
8 
r 
8 
O 
ee 
N 
d .ý ao 
L 
U 
rC 
.0 0ý 
r F 
ýU 
'. 1 
- 
E 
as 
bA vCi C 
cu am 0 
CÖ 
O 
ýO MN 00 W) .- O\ 10 W) 00 \O N vl N NT M CN ON OM Gý NN It 
O 
0. 
bn c 
I- 
I O O 
ce -a -0 
CD 0 
c 
O 
Ü 
U v Ü Ü 
Ü v 
O 
cn C C s. 
4 Ü 42 p c -e 0 - -4 4 
N u 
r. 
0 V 
Z 
rn 
0 
U ,, 
r 4 C -d rn C 
V b u 
O 
9. v - 4-4 
O +' 
0i., 
O 
O 4 
O 
Ö C 
ý 
-ci 
`ý u bA 
u 
bO 
N 4' 
bA p 
C 
y 
zi 12 (1) -a -a -0 V Ö C Ü ^t7 
cn 1- -0 Z 
ýy N -e 
O aý -ý ýE .ý 32 u 
) u Q) zi 
Z Z r 
. 
(D C 0 0 i.. 
2 -O 0 0 O 
' 
Ö ß Ö 
Ö Ö Ö N ß c ý N c ä c ä 
H aý v Q v x v o x x 
1-1 
b 
0 
U 
00 
H 
V 
E 
E 
'ý 0 ö .0C:. 00 
L 
äö 
O 
-- 
v1 
oO 
N 
ýn 
O 
M 
00 
M 
M 
C 
N 
W) 
M 
O 
O 
N 
00 
N 
M 
N 
CIN 
S 
d 
M 
vn L 10 1: t ý10 W? 10 h N ýD N M N - M 
o, C o 
C U 0 
Ü 42 
'ti - 0 O 
j 0 
U C 
ý 
0 O r 
te 
y U U 
" 
y ý+ + C a 
0 
r '' cd 0 
Ü 
U O 
4-1 C) 
V 
0 
-C U i- }' U C) ý- Q ^ O O ++ 
O 
O 
U Cd U G) O 
U Ü 
O 
O 
cd ß. Cd 
U Ü 
(4-4 
O U O y" Gý 
0 
Ü O N O N O 
4 
Ö O N 
E O O 
U 
U Cd 
t bA 
O 
ý 
U U 
0 U C - O 
o 
w 03 . 
'" U U 0 
- oN ° o ( ö 
3 0 4: 
cd 
0 
'O "O 
NO 
C p > C 
U 
ýn 
N 
-1p 
ýO - 
00 s. 0 
3 
s.. °? U : 0 E }' 
4) >, ) o a) 
Cd 
. W ö C's 4ö 
0 
ä ° 
0 
0 E >, ° Q bn 
n, b 2 ý4) -ö En °' 
m 
0) -F) In m `d 
o 
V 
0u cd 
ö 
v i `ý O Cf) ö ami 
C 3 
cts 
ö 
5 C w -ö , co C's 
ö cý U CA C's o 
0 
ý z C yU 
42, 
r O ^= 
Ü 
a) 
a. ) 
ä) 
a) 
0 
a) 
Cd 
ON 
F 
Chapter 7 Findings- The Main study 
It was found that the Cronbach's coefficient alphas of satisfaction, conference knowledge 
and attitudinal loyalty were above the value of . 80, and no item has scores of item-total 
correlations lower than . 30. 
According to Pallant (2005), the alpha is quite sensitive to the number of items in the 
scale and in the scale containing fewer than 10 items it is more appropriate to report the 
item-total correlations and the optimal range of the correlations should be .2 to . 4. If the 
value is lower than . 
1, it is unlikely that a single total score could adequately represent the 
complexity of the items (Briggs and Cheek, 1986). Thus, since the conference decision 
heuristics consist of 5 items, hence the item-total correlations were calculated for the 
conference decision heuristics. As shown in the above table, the inter-item correlations 
for all items in the conference decision heuristics were in the acceptable range. 
Based on these results, summated scores were calculated for these items and were later 
used in the subsequent stages of data analysis. 
7.3.4 Exploratory Factor Analysis: Conference Factors 
Exploratory factor analysis using principal component analysis was performed on the 
conference factors. After ensuring the suitability of data for factor analysis, principal 
component analysis was run using oblique rotation several rounds before the cleanest 
structure was found (See Appendix 5 for the summary of factor iterations results). 
In summary, after five iterations, 8 items remained; composing of 3 components that 
explained 65.10 percent of total variance. Table 7-3 shows the final pattern mix of the 
final factor rotation. 
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Table 7-3 PCA of Conference Factors - Final Factor solution with Oblique Rotation 
Component 
Community 
123 
Factor: Inhibitors 
Costs (e. g. conference fee, cost of accommodation 
and other expenses) "894 . 
813 
Budget 
. 870 t . 806 
Company s policy 
. 731 . 508 
Factor: Professional-related motivations 
Composition of attendees ä8 . 855 S8 . 683 
Networking opportunities (e. g. increasing self- 
profile, meeting key people and leaders in the field, 
seeking future collaboration, meeting friends and 
g , 832 -. 01.6 . 685 
colleagues, etc. ) 
Learning and educational-related opportunities 
(e. g. presenting works, learning new academic . 515 
¬ . 
401 
knowledge, etc. ) 
Factor: Topical and Quality of conferences 
Topic/title of the conference 
""w: . 
901 . 768 
Quality of aspects of conference programs (e. g. 
keynote speakers, venue, accommodation, social 
. 642 . 
545 
programs, conference sessions, registration, 
conference materials) 
Rotation Method: Oblimin with Kaiser Normalization. Rotation converged in 4 iterations. 
Only items with loadings > . 30 are 
displayed. 
Having achieved the cleanest structure, the next step is to assign name to the derived 
factors. The first component appeared to be related to the issues that may prevent people 
from attending conferences, so it would be named Inhibitors. The second component was 
very much related to the conference itself and its perceived quality of the conference, thus 
it was named Topical and Quality of conferences. The last component consisted of the 
variables that seem to relate to motivations of attending conferences, thus the factor was 
named Professional-related motivations. All three factors were reliable as the inter-item 
correlations were between the recommended ranges. Summated scores for the 3 
factors 
were calculated and used in the subsequent data analysis. 
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Note that there were four items which were excluded from the factor analysis including 
status of conference in context of academic/practitioner community, time of conference, 
business-related opportunities, and leisure-related opportunities. However, it was 
decided to keep these items in further analysis as they were also important attributes. 
7.3.4 Assessing normality 
The next step was to assess the normality of the continuous variables including 
satisfaction, attitudinal loyalty, behavioural loyalty, conference knowledge, depth and 
breadth of prior conference experience, and conference decision heuristics. 
The empirical measures used in assessing normal distribution of the variables were 
skewness and kurtosis as well as a statistical test for normality (the modified 
Kolmogorov-Smirnov Test). Data transformations were done for a variable that was not 
normally distributed. Full details regarding the normality are provided in depth in 
Appendix 6. 
7.3.5 Transformations 
After examining the normal distributions of each variable, data transformations were 
applied to those variables that fail to meet the normality. Appendix 6 reports how each 
variable was transformed and the results of data transformation. 
In short, data transformations improved the data normality for satisfaction, depth of prior 
conference experience: number of conferences attended in the past five years and Topical 
and Quality of conferences and the transformed values were used in the later stage of data 
analysis. The only exceptions were attitudinal loyalty, behavioural loyalty, and business- 
related opportunities, where there were little change on test of normality value, and 
skewness and kurtosis by the recommended transformation and other types of 
transformations. Thus, at later stages these variables were used in their original forms 
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because Tabachnick and Fidell (2007) suggested that in large sample a statistically 
skewed variable or a variable with kurtosis value above or below zero does not deviate 
enough to make a substantive difference in the analysis 
7.3.6 Linearity and homoscedasticity 
Scatterplots between pair of variables (transformed satisfaction and attitudinal loyalty, 
attitudinal loyalty and behavioural loyalty, transformed depth of prior conference 
experience and conference knowledge, and breadth of prior conference experience and 
conference knowledge) were prepared to check linearity and homescedasticity. Scatter 
plots of those variables are shown in Appendix 7. 
The inspection of those scatterplots revealed that the assumptions of linearity and 
homoscedasticity were met for most of the pairs of variables, except for the one between 
the attitudinal loyalty and behavioural loyalty. It appears that there is no linear 
relationship between the two variables as the data points spread all over the place and the 
shape of the scatterplot is not oval-shaped. 
Also, there was homoscedasticity between most pairs of variables, except the one 
between the attitudinal loyalty and behavioural loyalty. Thus, it is consistent that the 
assumption of linearity and homoscedasticity were violated for those two variables, hence 
alternative non-parametric correlation was to be performed instead of Pearson correlation. 
7.42 ND STAGE OF DATA ANALYSIS: DESCRIPTIVE STATISTICS 
A number of descriptive statistics were obtained for all variables including both 
categorical and continuous variables. 
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7.4.1 Demographic Profiles 
Figure 7-1 shows the demographic profiles of the respondents. 
Figure 7-1 Demographic profiles 
Gender Age groups 
15% 3% 7% 
47' 
ON 
® Female 30% 
53% _ Male 21%' 
24% 
Occupation 
75% 
® Academic 
" Business 
0 Others 
Current job position 
2% 
16% 
U Up to 25 
226-35 
Q 36-45 
Q 46-55 
0 56- 65 
U 66 and above 
Number of years worked in the current 
sector 
190 0 
11% icl, 
ii 
20% 20% 
IM 1-5 
I6-10 
Q 11-15 
Q 16-20 
0 21 and above 
® Professor/Manager/ 
Director/Business 
oHmer 
2 Senior 
lecturer/Scientist/ 
Planner/Consultant 
Q Lecturer/Sales/ 
Administrator 
Q Researcher/PhD 
student 
0 Others (e. g. retired, 
volunteers) 
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In total, 475 respondents completed the survey. Demographically, 47 percent of 
respondents were male and 53 percent were female. About 30 percent of the respondents 
were aged between 26-35 years, followed by the age group of 36-45 (24 percent). About 
75 percent worked as academics, while another 14.1 percent worked in business sector 
and 10.9 percent worked in other sectors. About 32.3 percent held positions at managerial 
level in companies or worked as Professors, while another 25 percent were researchers 
and PhD students. Senior Lecturer/Scientist/Planner/Consultant was the third largest 
group of respondents, accounting for 24.6 percent, followed by 
Lecturer/Sales/Administrator. 
Figure 7-2 shows the sources of information often used by respondents when making 
decisions about the conferences that they were planning to attend. 
Figure 7-2 Sources of information used when making conference decisions 
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Figure 7-3 shows general information regarding the level of freedom respondents had in 
terms of choosing a conference they wish to attend, whether they were required by their 
organisation to attend conferences, and financial assistance for conference expenses. 
Figure 7-3 Freedom of choice in choosing a conference and sources of financial 
assistance for conference expenses 
Percentage 
90 No 
80 
70 By organisation 
60- Yes 
No 
50 
40 Both (self 
and 
30 organisation) 
20 
Yes 
10 Self 
0 
Are you required to Are you expected by the Who pay for the 
attend (name) organisation to attend a conference expenses? 
conference? conference? 
7.4.2 Prior Conference Experience: Depth vs. Breadth 
In the current study, prior conference experience was measured in two dimensions: 
breadth and depth. Breadth/Width of experience is diversity of a person's past history in 
terms of conferences a person has attended. Depth of experience is measured at two 
levels: number of conference attendance a person has made in past, and number of years 
a person has attended conferences. 
Figure 7-4 shows level of depth of prior conference experience that respondents had. 
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Figure 7-4 Depth of Prior Conference Experience 
Previous conference experience at the conference 
that they will re-attend 
47% 
OIL 
p Yes 
53%   No 
No. of times attending the conference that they will 
re-attend 
®6 and above 
No. of conferences attended in the past five years No. of year (s) attending conferences 
Figure 7-4 shows that more than half of the respondents have previous experience with a 
conference that they were planning to attend and on average the respondents have 
attended the same conference for 3.44 times. 
Table 7-4 reports the level of breadth of prior conference experience the respondents had 
as measured by the following statement. 
Table 7-4 Breadth of Prior Conference Experience 
Mean Std. Deviation 
I usually attend conferences 
that are organised by the same 4.24 1.832 
host organisations. 
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The statement shown in Table 7-4 was used to measure level of breadth of prior 
conference experience. They were asked to indicate their level of agreement or 
disagreement with the statement and the high scores indicate low level of breadth of 
experience. In other words, higher scores mean that people have attended only specific 
conferences in the past and there is not much diversity of a person's past history in terms 
of types and name (brand) of conferences a person has attended. As shown in Table 7-4, a 
low score of 4.24 for breadth of conference experience indicates that people have a 
moderate level of breadth of prior conference experience. It means that conference 
attendees not only attend the specific conference organised by the same organisation but 
they also have prior experience with a variety of conferences organised by other 
organisations. 
7.4.3 Satisfaction with conferences of interest 
Table 7-5 shows mean scores of all variables measured in this study. Firstly, it reported 
the mean scores of the level of satisfaction people had in the past with various factors of a 
particular conference that they are planning to attend again this year. Note that only 
respondents with previous experience attending that particular conference were requested 
to answer this section and those without previous experience were asked to skip this 
section. 
From Table 7-5 those who have previously attended particular conferences rated the 
highest satisfaction towards networking opportunities, registration process, information 
provided at the conference, conference materials, and learning and educational related 
opportunities with mean scores ranging from 5.95 -5.53. 
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Chapter 7 Findings- The Main study 
7.4.4 Attitudinal and Behavioural Loyalty 
Table 7-5 shows mean scores of items measuring attitudinal loyalty. The results show 
that overall people have moderate level of loyalty with the conferences that they were 
about to attend. Particularly, the results reveal that the participants are likely to attend this 
conference again in the future (with mean score of 5.77). 
The behavioural loyalty was measured by asking the respondents to number of years they 
have attended the same conference that they were about to re-attend. On average, people 
attended the same conference for about 3.5 times. 
7.4.5 Conference knowledge 
Table 7-5 also reports mean scores of items measuring conference knowledge about 
specific conferences that respondents were planning to attend and the general conference 
knowledge. The same table also shows that people were most aware of date and duration 
of the conference as well as location and venue of the conference (with mean score of 
5.92 and 5.75 respectively). 
In terms of the level of general knowledge people had about conferences, people were 
rated themselves as a knowledgeable to neither knowledgeable nor unknowledgeable 
person about conferences. 
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7.4.6 Complexity of conference decision-making 
Table 7-5 also shows the snapshots of how the participants make their conference 
decision-making in general. 
As shown in the table, it seems that decision-making of the respondents was made quite 
simply and straight-forward as they had a moderate level of disagreement towards the 
statement "It takes me a long time to make a final decision about which conference to go 
to. " As the score of the statement "I always have a particular conference (s) that I plan to 
attend every year" has been reversed, the mean score of 3.24 was interpreted as the 
respondents disagreed with the idea that they did not have a particular conference they 
plan to attend every year. In other words, it is likely for the respondents that they may 
have a conference they want to attend every year and they may not have to go through 
complex decision-making process. 
7.4.7 Important conference factors in conference decision-making 
In relation to the mean scores of conference factors that people may consider when they 
make conference choice decision, Table 7-5 shows that the top factors are topical and 
quality of conference (5.62), professional-related motivations (5.35), and status of 
conference in context of academic/practitioner community (5.37). On the other hand, 
leisure-related opportunities (3.80), and business-related opportunities (3.69) were rated 
the three least important factors in conference decision-making. 
162 
Chapter 7 Findings- The Main study 
7.53R" STAGE OF DATA ANALYSIS: CLUSTER ANALYSIS 
This section describes how the following hypothesis was tested by cluster analysis. 
Hypothesis 1: Conference participants could be divided into homogenous groups based 
on their distinctive decision-making styles and patterns (heuristics) and individual 
profiles 
Firstly, data was subject to SPSS two-step cluster analysis and a one-way between group 
analysis of variance was conducted to test how these clusters are statistically different. 
The procedures suggested by Hair et al (2006) were followed and described in the below 
sections. 
7.5.1 Selection of Cluster variates and testing the assumptions of cluster analysis 
Based on the results of correlation analysis, the cluster variates included one categorical 
variable (job position) and two continuous variables (number of years worked in the 
current sector and conference knowledge). This is because satisfaction, loyalty, prior 
conference experience are not independent and there are strong correlations between 
these them. Also, these variables were strongly correlated with conference knowledge. 
Thus, it was decided to keep only one variable, conference knowledge. In addition, for 
practical reasons choosing just conference knowledge also helps to ensure that there is 
adequate sample size for cluster analysis since there was nearly half of respondents who 
did not answer satisfaction and loyalty section making those cases being excluded from 
the analysis as it is by default that only cases with valid values will be included in the 
cluster formation. 
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7.5.2 Determining number of clusters 
With regard to an issue in assessing the adequacy of sample size, in total there were 475 
cases for this study which seems sufficient and large enough to represent the population 
and the underlying structure of data. 
SPSS two-step cluster analysis was employed to find resulting clusters. Outliers were 
identified and grouped in a separate cluster. A log-likelihood distance measure was used 
as cluster variates included both categorical and continuous variables. The distance 
between two clusters depends on the decrease in the log-likelihood if two different 
clusters are formed, and cases are assigned to a cluster if it leads to a larger log-likelihood 
(Norusis, 2007). All cases were randomly ordered in order to minimise the effects on the 
final cluster solutions and all cluster variables were also standardised. Figure 7-5 reports 
the final cluster solutions automatically run by SPSS. 
Figure 7-5 Final Cluster Solutions and Distribution of cases in each cluster 
I6% 
33% 
24"b 
M Cluster 1 
  Cluster 2 
Q Cluster 3 
13 Cluster 4 
The cluster analysis concluded that 4 clusters were identified with the largest cluster 
consisting of 33 percent of cases and 16.7 percent for the smallest cluster. About 1.5 
percent of cases were identified as outliers and grouped in a separate cluster. A total of 21 
cases with missing values are excluded because only cases with values for all variables 
were included in cluster formation. 
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7.5.3 Interpretation of the Clusters 
The next step was to establish the characters of the resultant clusters by examining 
profiles of each cluster according to the variables used in the cluster formation so that a 
label for each cluster that truly reflects the nature of cluster can be assigned. Cross- 
tabulations of the distribution of the categorical variable, job position, and mean scores 
for each cluster group for conference knowledge and number of years worked in the 
current sectors were obtained to establish the characters of the resultant clusters. Mean 
scores were standardised with a mean of zero and a variance of one across the sample in 
order to present data in a more compact form and ease the comparison between the 
clusters and variables (Hair et al, 2006). 
Table 7-6 displays standardised mean scores and cross-tabulation of cluster variates for 
each of the cluster. 
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Table 7-6 Mean Scores on cluster variates, other variables, conference decision 
heuristics, and conference factors 
Cluster 1 Cluster 2 Cluster 3 Cluster 4 Sample 
(N=113) (N=76) (N=111) (N=147) Average F-values 
Cluster Variates: 
Conference knowledge -. 415 -. 095 . 051 . 330 -. 032 13.19* Number of years worked in 
the current sector -. 
780 -. 290 . 054 . 678 -. 01 73.43* 
Researcher Lecturer/ 
Senior 
Lecturer/ Professor/ Chi- 
Job Position / PhD 
Sales/ 
Scientist Manager/ - 
Square 
Student Administrator Planner/ Director/ sig. at Others 
Consultant Business Owner 0.00 
Other variables: 
Satisfaction . 326 . 184 -. 044 -. 069 . 028 1.154 
Attitudinal Loyalty -. 164 -. 071 . 198 -. 017 . 003 1.326 
Behavioural Loyalty -. 499 -. 270 -. 141 . 494 -. 009 13.845* 
Depth of prior conference 
experience: Years of -. 624 -. 223 -. 010 . 637 . 011 49.406* 
attending conferences 
Depth of prior conference 
experience: Number of 
conferences attended in the -. 
325 -. 171 -. 081 . 429 . 013 15.06* 
past five years 
Breadth of Prior 
Conference Experience -. 270 -. 
176 . 146 . 187 -. 030 6.26* 
Complexity of conference 
. 427 . 
154 -. 122 -. 321 . 034 13.96* decision-making 
Conference Factors: 
Topic/tile of conference . 097 . 
033 -. 081 -. 014 . 005 . 
615 
Status of conference . 074 . 
039 . 046 -. 
126 -. 004 1.074 
Quality of conferences -. 100 . 109 -. 
075 . 109 . 
010 1.483 
Composition of attendees -. 255 . 107 . 
092 . 107 . 
011 3.572** 
Learning opportunities -. 064 -. 021 . 120 -. 
003 . 009 . 
686 
Networking opportunities -. 200 . 161 . 
041 . 092 . 
017 2.646 
Business-related 
- 356 -. 199 . 2108 . 
215 . 008 
9.939* 
_opportunities . 
Leisure-related 
- 055 -. 002 . 095 -. 
045 . 006 . 
538 
Opportunities . 
Time of conferences -. 370 . 217 . 
157 . 057 . 
005 7.540* 
Budget -. 057 . 121 . 
046 -. 019 . 011 . 
570 
Company's policy -. 162 . 149 . 
095 . 013 . 
012 1.822 
Cost -. 051 . 
165 . 
088 -. 101 . 
004 1.526 
Note: *p = 0.00, * *p <0.05 
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Based on Table 7-6, mainly Cluster 1 has the lowest score on conference knowledge and 
years of working, and they are researcher/PhD student. Cluster 2 and Cluster 3 have 
moderate scores on conference knowledge and number of years worked in the current 
sector, and they worked at the middle-level positions. In contrast, Cluster 4 consists of 
those with highest level of conference knowledge and highest number of years worked in 
the current sector, and all of them worked as Professor/Manager/Director/Business 
owner. 
In addition, a one-way between group analysis of variance (ANOVA) was conducted to 
explore the impact of these variables in formation of clusters. Firstly, it was found that 
the assumption of homogeneity of variance was met as the Levene's test for homogeneity 
of variance is not significant at p= . 
16. Normality was also checked and transformations 
were not needed. As the sample size of the clusters was not equal, thus post-hoc 
comparison using Gabriel was performed. 
It was found that there was a statistically significant difference at p= . 000 
in the scores of 
conference knowledge [F (3,443) = 13.19, p= . 000] The actual 
difference in mean score 
for conference knowledge between groups was moderate as the effect size, calculating 
using eta squared was . 08. Post-hoc comparison using the 
Gabriel test indicated that the 
mean score for Cluster I (mean = -. 415, SD = . 
844) was significantly different from 
Cluster 3 (mean = . 051, 
SD = . 
994) and Cluster 4 (mean = . 330, 
SD = 1.002). Also, 
Cluster 4 is significantly different from Cluster 2 (mean = -. 095, SD = . 
993). 
For the variable of number of years worked in the current sector, it was found that the 
assumption of homogeneity of variance was not met as the Levene's test for homogeneity 
of variance is significant at p =. 05, thus Welsh and Brown-Forsythe was reported instead. 
There was a statistically significant difference at p= . 
000 in the scores of number of years 
worked in the current sector [F (3,443) = 73.43 p= . 
000]. The actual difference in mean 
score for number of years worked in the current sector was large because the effect size 
was . 
33. Post-hoc comparison using the Gabriel test indicated that the mean scores for all 
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clusters were significantly different from each other [Cluster 1 (mean = -. 780, SD = 
. 
446), Cluster 2 (mean = -. 29, SD = . 746), Cluster 3 (mean = . 054, SD = . 943) and Cluster 
4 (mean = . 
678, SD = . 927)]. 
In addition, chi-square test was conducted to determine whether there is a relationship 
between the clusters and job position. It was found that there is a significant relationship 
between the clusters and job position at p =. 000 with the chi-square value of 1606.007 at 
the degree of freedom of 16. 
Based on the above results, Cluster 1 was labelled as the "New and Inexperienced", while 
Cluster 2 was "Just becoming familiar with conferences". Cluster 3 was "Not yet the 
expert, but comfortable with decision-making" and Cluster 4 was the "Very experienced 
and loyal". 
7.5.4 Validation of the Clusters 
Hair et al (2006) further suggested that the cluster solutions should be validated in order 
to ensure their generalisability and practical significance. In this study, validation was 
done by assessing the predictive validity of the cluster solution by checking the 
relationship between the clusters and other theoretically related variables that were 
excluded from the cluster analysis. The variables used to validate the derived clusters 
were satisfaction, attitudinal loyalty, behavioural loyalty, and depth and breadth of prior 
conference experience. 
Table 7-6 displays the standardised mean scores of these variables. Using ANOVA, it 
was found that significant differences existed for the four variables of behavioural 
loyalty, both dimensions of depth of prior conference experience: years of attending 
conferences and number of conferences attended in the past five years, and breadth of 
prior conference experience. 
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For the behavioural loyalty, it was found that the assumption of homogeneity of variance 
was not met as the Levene's test for homogeneity of variance is significant at p=. 05, thus 
Welsh statistic was used instead. There was a statistically significant difference at p= . 00 
between the clusters in terms of the behavioural loyalty scores [F (3,212) = 13.845, p= 
. 
000]. The actual difference in mean score for behavioural loyalty between groups was 
large as the effect size was . 
16. Post-hoc comparison using the Gabriel test indicated that 
Cluster 4 (mean = . 
494, SD = 1.367) was significantly different from other three clusters 
[Cluster 1 (mean = -. 499, SD = . 
322), Cluster 2 (mean = -. 270, SD = . 434), Cluster 3 
(mean = -. 141, SD = . 556)]. 
Similarly, it was found that there was a statistically significant difference at p= . 000 in 
the scores of depth of prior conference experience: number of years attending 
conferences [F (3,443) = 49.41, p= . 000]. The actual 
difference in mean score for this 
variable between groups was large as eta squared was . 
25. Post-hoc comparison using the 
Gabriel test indicated that cluster 4 was significantly different from other three clusters 
[Cluster 4 (mean = . 637, 
SD = 1.038), Cluster 1 (mean = -. 624, SD = . 528), Cluster 
2 
(mean = -. 223, SD = . 
681), Cluster 3 (mean = -. 010, SD = . 
941)]. Cluster 1 was also 
significantly different from other three clusters. However, although Cluster 2 and 3 
differed from Cluster 1 and 4, they were not significantly different from each other. 
In addition, there was a statistical difference at p =. 000 in the scores of depth of prior 
conference experience: number of conferences attended in the past five years [F (3,431) 
= 15.06, p =. 000]. The actual difference in mean score for this variable between groups 
was moderate as eta squared was . 
09. Post-hoc tests indicated that Cluster 4 differed from 
other clusters [Cluster 1 (mean = -. 325, SD = . 954), 
Cluster 2 (mean = -. 171, SD = . 
958), 
Cluster 3 (mean = -. 081, SD = 1.033) and Cluster 4 (mean = . 
429, SD = . 
883)], while 
other three clusters did not significantly differ from each other. 
Similarly, it was found that there was a statistically significant difference at p =. 000 in 
the scores of breadth of prior conference experience [F (3,443) = 6.26, p= . 000]. 
The 
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actual difference in mean score for this variable between groups was moderate (eta 
squared of . 
04). Post-hoc comparison using the Gabriel test indicated that Cluster 1 
differed from Cluster 3 and 4 [Cluster 1 (mean = -. 270, SD = . 
947), Cluster 3 (mean = 
. 
148, SD = . 
919), and Cluster 4 (mean = . 187, SD = . 98)]. Additionally, Cluster 2 (mean 
= -. 176, SD = 1.11) was significantly different from Cluster 4, but Cluster 3 and 4 did not 
differ from each other. 
Although significant differences are identified on only four variables, it is plausible to 
conclude that the four-cluster solution is satisfactory, valid and correspond to previous 
taxonomy found in the exploratory phase of this study. Greater support for this 4-cluster 
solution is enhanced when comparisons were made to alternative cluster solutions. 
Cluster formation was performed to obtain several alternate solutions, one of which is a 
8-cluster solution. This solution was identified when samples were divided into two 
groups, one with previous experience attending the conference measured in the 
questionnaire and one without previous experience. The former group completed all 
sections in the questionnaire, while the latter were asked to skip two sections. Uses of 
conference knowledge, number of years worked in the current sector and job position 
currently held as the cluster variates for both groups resulted in 8 clusters, 4 sub-clusters 
for each group of the sample. The same analyses were performed to validate the clusters, 
and the same results were obtained as significant differences were found on behavioural 
loyalty and depth of prior conference experience. As the 8-cluster solution did not 
produce any additional practical significance and the four-cluster solution was more 
consistent with previous work done in the early phase of the study, the 4-cluster solution 
was chosen for this study. 
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7.5.5 Profiling of the clusters: Complexity of conference decision-making and 
conference factors 
The next stage is to establish the profile of these clusters by focusing on additional 
variables, not previously included in the cluster formation and validation. The importance 
of profiling on a set of additional variables is to assess the practical significance and 
theoretical basis of the clusters (Hair et al, 2006). In order to profile these clusters, 
ANOVA was performed on the complexity of conference decision-making and three 
factors of conference factors. Chi-square tests were conducted on sources of information 
used and personal characteristics. Table 7-6 shows ANOVA results on complexity of 
conference decision-making and conference factors. 
7.5.5.1 Profiling of the clusters: Complexity of conference decision-making 
In addition, it was found that there were statistically significant differences between the 
clusters at p= . 
000 [F (3,434) = 13.960, p =. 000] on the complexity of conference 
decision-making. The actual difference in mean score for this variable between groups 
was moderate (eta squared of . 
09). Post-hoc tests indicated that Cluster 4 differed from 
Cluster 1 and 2 [Cluster 1 (mean = . 427, SD = . 953), Cluster 2 (mean = . 
154, SD = 1.03), 
and Cluster 4 (mean = -. 321, SD = . 
880)]. Similarly, Cluster 1 was significantly different 
from Cluster 3 and 4. However, Cluster 2 was not different from Cluster 1 and 3. 
7.5.5.2 Profiling of the clusters: Conference factors 
ANOVA was also carried out for all 3 conference factors and other factors that were not 
part of the factor analysis that people found important in their decision-making. It was 
found that there was significant difference between the clusters in composition of 
attendees, time of the conference, and business-related opportunities. Firstly, it was found 
that there were statistically significant differences between the clusters at p< . 
05 [F (3, 
438) = 3.572, p =. 000] on the composition of attendees. The actual difference in mean 
score for these factors between groups was small (eta squared of . 
02). Post-hoc tests 
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indicated that only Cluster 1 and 4 differed from each other [Cluster 1 (mean = -. 255, SD 
. 99), and 
Cluster 4 (mean = . 107, SD = . 998)]. 
Statistical differences between groups were found on time of conference. The effect size 
was . 
049 and the post-hoc comparison tests indicated that Cluster 1 was different from 
the other three clusters [Cluster 1 (mean = -. 370, SD = 1.09), Cluster 2 (mean = . 217, SD 
=. 96), Cluster 3 (mean = . 
157, SD = . 
98), and Cluster 4 (mean =. 057, SD =. 89)]. 
Similarly, it was found that there was a statistical difference between the clusters on the 
business-related opportunities. With the effect size of . 
065, it was found that Cluster 1 
and 2 were statistically different from 3 and 4 on the business related-opportunities 
[Cluster 1 (mean = -. 356, SD =. 90), Cluster 2 (mean = -. 199, SD =. 99), Cluster 3 (mean 
_ . 
211, SD = 1.03), and Cluster 4 (mean = . 215, 
SD = . 98)]. 
However, Cluster 3 and 4 
were not different from each other on this factor. 
7.5.5.3 Profiling of the clusters: Other variables 
In addition, chi-square tests were also carried out between the clusters and sources of 
information used and personal characteristics. Table 7-7 displays the chi-square between 
the clusters and personal characteristics. 
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Table 7-7 Sources of Information used and personal characteristics 
Percentage 
Chi-square 
Cluster 1 Cluster 2 Cluster 3 Cluster 4 
Sources of Information: 
Conference Marketing e. g. 
Conference web site, brochures, 53.1 50.0 54.1 53.7 4.50 
direct mail, announcement, and 
etc. 
Previous experience attending 
(Name) Conference 31.0 43.4 51.4 54.4 17.75** 
Word-of-Mouth 41.4 18.0 17.1 16.3 24.86* 
Others 15.9 14.5 14.4 16.3 0.26 
Gender 
Female: 63.7 52.6 49.1 32.2 26.74* 
Male: 36.3 47.4 50.9 67.8 
Age 
Up to 25 15 3.9 6.3 0.7 
26-35 62.8 43.4 25.2 4.1 
36-45 16.8 28.9 30.6 22.4 274.72* 
46-55 4.4 17.1 24.3 35.4 
56-65 0.9 6.6 12.6 32.7 
65 and above 0.0 0.0 0.9 4.8 
Note: *p = 0.00, * *p <0.05 
Chi-square tests indicated that there is a relationship between the clusters and the uses of 
previous conference experience and word-of-mouth as sources of information in 
conference decision-making. It appears that Cluster 3 and 4 tended to rely on previous 
conference experience, while Cluster 1 was likely to rely on word-of-mouth. It was found 
that gender and age were related to clusters. Individuals in Cluster 1 and 2 are likely to be 
female, while Cluster 4 tends to be male. In addition, majority of people in Cluster 1 
tends to be younger than other three clusters, particularly majority of Cluster 4 are aged 
46 and above. 
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7.5.6 Cluster characteristics and profiles 
Based on the above results of profiling, Figure 7-6 depicts the characteristics and the 
complexity of conference decision-making of the 4 clusters. Table 7-8 displays a 
summary of the characteristics of these four clusters. 
Figure 7-6 Conference decision heuristics by clusters 
Mean score 
6.0 ý.... _. _.. _. __.... _ti. __. w_. _ __. _ _,. _ý _.... __ .............. _. _ _. _.. __. n.. __. _.. ___. __. _......... _..., _...... _.................................... _,...................................... _...... _..,. _.............. _......... _.......... _.............. _. _.. _....... _.... _................ _....... 
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4.0 0 
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Perceived Consultation External Low stability Perceived time Overall 
difficulty in sought information of consideration required complexity of 
making search set conference 
decisions decision 
heuristics 
Conference decision heuristics 
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Table 7-8 Summary of Cluster Characteristics 
Personal 
characteristics 
Cluster 1 Cluster 2 Cluster 3 Cluster 4 
Number of years 
worked in the current 
Low Moderate Moderate-High High 
(4.9 years) (9.6 years) (13 years) (18.7 years) sector 
Current job position Junior 
Junior- 
Middle Senior Middle 
Age 26-35 years 26-45 years 
35 years and 46 years and 
above above 
Gender Female Female Male Male 
7.5.6.1 Cluster 1: the new and inexperienced 
Based on Figure 7-6 and Table 7-8, Cluster 1, being labelled `the new and inexperienced' 
(26 percent of the sample) showed the lowest level of behavioural loyalty established for 
a particular conference that they were planning to attend. They clearly had the least 
knowledge about conferences and on average they had attended conferences for 5 years 
which was the lowest, compared to other groups. Their lowest level of prior conference 
experience was also found when examining number of conferences they attended in the 
past five years as on average they attended only one conference per year. Also, they tend 
to attend a variety of conferences organised by different organisations as they have little 
tendency to return to the same conferences. Demographically, they were PhD students or 
researchers, relatively young and mostly female with about an average of 5 years of 
working. 
In terms of their conference decision heuristics, they revealed to find it difficult to decide 
which conference to go to and tend to consult others and search information before 
making a decision. In addition, they indicated to take a long time to make a final decision 
about which conference to go to. Regarding the conference factors, they did not seem to 
pay attentions to particular conferences. Their prime information source was word-of- 
mouth. 
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7.5.6.2 Cluster 2: Just becoming familiar with conferences 
The second cluster accounted for 17 percent of the sample and is labelled as "just 
becoming familiar with conferences". Members of this cluster appear to be the attendees 
who have just started to be familiar with conference attendance as they demonstrated a 
slightly higher level of behavioural loyalty towards a particular conference. Their 
moderate level of conference knowledge was supported by the fact that on average they 
had attended conferences for 9.5 years. Over the past five years, they attended 7.3 
conferences. Majority of the members worked as lecturer/sales/administrator and others 
aged 26-45 and on average they had been working in their current position for 9.6 years. 
Their conference decision heuristics were still complex but much less than the cluster 1 
as they found it less difficult to decide which conference to go to. They may consult 
others before making a decision and search information before making a decision. In 
addition, they may take a long time to make a final decision about which conference to go 
to. It is likely that they use previous conference experience as a main source of 
information. Timing of conference was an important conference factor for this cluster 
than other factors. 
7.5.6.3 Cluster 3: Not yet the expert, but comfortable with decision-making 
Accounting for 24 percent of the respondents, this cluster is labelled as "not yet the 
expert, but comfortable with decision-making". Cluster 3 composed of the conference 
attendees who have developed behavioural loyalty towards a particular conference and 
they also indicated that they have accumulated knowledge about conferences. They also 
had a moderate level of conference experience as they had attended conferences for about 
12 years. They also showed more conference experience than the previous 2 clusters as 
they attended 8.22 conferences in the past five years. Also, they may like to attend 
conferences organised by same organisations as they have some tendency to return to the 
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same conferences. Demographically, they worked as Senior lecturer/ Scientist/ Planner/ 
Consultant, aged 26-55 and had been working in the current position for 12.85 years. 
In addition, their decisions appeared to be much simpler than the previous 2 clusters as 
they revealed to find it quite easy to decide which conference to go to as they may 
already have a specific conference that she/he plans to attend. They may consult others 
and search information before making a decision. In addition, they indicated to take a 
long time to make a final decision about which conference to go to. However, they are 
likely to rely on previous conference experience, not much on word-of-mouth 
Among the conference factors, time of conference and business-related opportunities 
were important conference factors. 
7.5.6.4 Cluster 4: Very experienced and loyal 
The final cluster, accounting for 33 percent of the sample was labelled as "very 
experienced and loyal" . They appeared to 
be the most expert, knowledgeable to the 
conference attendance. They revealed to have developed loyalty towards a particular 
conference. They have accumulated the largest base of experience and knowledge 
through extensive number of conferences attended. They attended a total of 11 
conferences in the past five years and had attended conferences for almost 19 years. Also, 
they are very likely to attend conferences organised by same organisations as they 
have a 
strong tendency to return to the same conferences. They worked at the senior level, aged 
46 years and above 
Their heuristics were very simple and straightforward. They found it easy to 
decide 
which conference to go to as they already have a particular conference (s) that they plan 
to attend every year. They also relied very much on previous conference experience when 
making their decisions. 
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For this cluster, composition of attendee, time of conference, and business related 
opportunities are specifically very important factors. 
7.64 lh STAGE: TESTING OF HYPOTHESIS OF HYPOTHESES 2-13 
Pearson Correlations (r) and hierarchical multiple regressions analysis were performed to 
test the hypothesis 2-13. The results of hypothesis testing are detailed in the following 
sections. Table 7-9 shows the correlation matrix of all variables. 
Table 7-9 Pearson Product-Moment Correlations 
1*** 2 3 4 567 
1. Satisfaction 
2. Attitudinal loyalty . 513** 
3. Behavioural loyalty . 048 . 118 
4. Conference knowledge . 
444** . 444** . 205** 
5. Years of attending 
- 021 . 052 . 
373** . 306** conferences . 
6. Number of conferences 
attended in the past five -. 070 . 027 . 
234** . 270** . 
459** 
years 
7. Breadth of prior 
. 275** . 
339** . 250** . 
292** . 148** . 
094* 
conference experience 
8. Years of working in the 
. 010 -. 
009 . 272** . 
260** . 664** . 
215** . 166* current sector 
Correlation is significant at the 0.05 level (2-tailed) 
** Correlation is significant at the 0.01 level (2-tailed) 
*** All direction of the interpretation for satisfaction are reversed as it was transformed using reflect and square root transformation 
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7.6.1 Testing of hypothesis 2-4 
Hypothesis 2: There is a positive relationship between satisfaction and attitudinal loyalty 
for those people who attend a particular conference on second or more occasions. 
Hypothesis 3: There is a relationship between the clusters of conference registrants 
(ranging from the most experienced to the least experienced) and the level of attitudinal 
loyalty. 
Hypothesis 4: The clusters of conference registrants moderate the relationship between 
satisfaction and attitudinal loyalty. 
As shown in Table 7-9, the relationship between satisfaction and attitudinal loyalty was 
firstly investigated using Pearson product-moment correlation coefficient. As the 
satisfaction variable was transformed using reflect and square root transformation, 
Tabachnick and Fidell (2007) suggested that when interpreting a reflected variable, the 
direction of the interpretation should be reversed. Thus, there was a moderate, positive 
correlation between the two variables (r = . 
513, n= 161, p <. 01). 
In order to test the above hypotheses, hierarchical multiple regression analysis was 
conducted. At step 1, satisfaction was firstly entered, and this is followed by three 
dummy variables of clusters using the Cluster 3 as the baseline group. All interaction 
effects based on the hypothesised relationships were entered at the final step. The 
assumptions of multiple regressions were firstly screened and explained in Table 7-10. 
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Table 7-10 Regression Model: Testing of Assumptions 
Critical Test Assumptions 
Assumptions Test 
value statistic met 
N>104+7 (where 111 156 Yes 
Sample adequacy m=number of predictor 
variables) 
Examination of the Greater No case Yes 
standardised residuals than 3.29 
Outliers 
Cook's distance statistics >1 No case Yes 
Mahalanobis distances 24.32 1 case 
Correlation matrix > . 
80 - Yes 
Multicollinearity VIF >10 
Tolerance <. 10 
Homoscedasticity of ZRESID/ZPRED scatter - - Yes 
residuals plot 
Normality and Normality Probability - - Yes 
linearity of residuals Plots 
Independent of Durbin-Watson <1 or >3 1.794 Yes 
errors 
7.6.1.1 Evaluating the model 
The results of the multiple regressions are reported in Table 7- 11 along with change 
in 
R2 and change in F to evaluate any significant predictive ability with the addition of each 
block of variables. 
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Chapter 7 Findings - The Main study 
After entering satisfaction in step 1, it was found that satisfaction was a predictor of 
attitudinal loyalty as anticipated (R2 = . 279, F= 59.733, df = 1/154, p= . 000), and R2 
change was also significant (R2 change = . 279, F Change = 59.733, df = 1/154, p= . 000). 
Once the dummy variables of Cluster 1 vs. Cluster 3, Cluster 2 vs. Cluster 3, and Cluster 
4 vs. Cluster 3 were introduced in step 2, the predictive power of the whole model rose 
slightly to 28.3 percent (R2 = . 
283, F= 14.89, df = 4/151, p= . 
000), however the R2 
change was not significant (R2 Change = . 
003, F Change = . 
237, p= . 
871). When adding 
interaction terms to the model, the whole model explained 29.1 percent of the total 
variance in the outcome variable (R2 = . 291, F=8.67, 
df = 7/155, p= . 000). However, RZ 
change was not statistically significant (R2 Change = . 008, F 
Change = . 547, p= . 
651). 
Therefore, the model fits the data best for step 1. This means that level of attitudinal 
loyalty was best explained by the satisfaction. The dummy variables and interaction term 
groups did not provide any predictive power. Thus, only Hypothesis 2 was 
substantiated, while Hypothesis 3 and 4 were not supported. 
7.6.1.2 Evaluating each of predictor variable 
To find out how well each variable contributed to the equation, standardised coefficients 
and significance level of t-test were examined. It was found that only satisfaction was a 
contributor to the attitudinal loyalty when dummy variables and moderators were 
accounted for (std beta-number of satisfaction = . 
550, t=4.049, p= . 
000) 
7.6.2 Testing of hypothesis: 5-7 
Hypothesis 5: There is a positive relationship between attitudinal loyalty and 
behaviour 
loyalty. 
Hypothesis 6: There is a relationship between the clusters of conference registrants 
(ranging from the most experienced to the least experienced) and the level of 
behaviour 
loyalty. 
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Hypothesis 7: The clusters of conference registrants moderate the relationship between 
attitudinal loyalty and behaviour loyalty. 
As the scatterplot between these two variables revealed the violation of assumptions 
required to run Pearson correlation coefficient, Spearman's Rank Order Correlation, a 
non-parametric alternative was used instead and a small, positive relationship was found 
between these two variables. 
In order to test the above hypotheses, hierarchical multiple regression analysis was 
conducted. Similar to the previous hypotheses, at step 1 attitudinal loyalty was firstly 
entered, and this is followed by three dummy variables of clusters. At step 3 all 
interaction effects based on the hypothesised relationships were entered (See Appendix 8- 
1 for the results of the assumptions of multiple regressions tested for all regression 
models). 
7.6.2.1 Evaluating the model 
The results of the multiple regressions are reported in Table 7- 12 along with change in 
R2 and change in F. 
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Chapter 7 Findings - The Main study 
As shown in Table 7-12, in step 1 it was found that attitudinal loyalty was a predictor of 
behaviour loyalty as anticipated (R2 = . 
089, F= 19.287, df = 1/198, p= . 000), and R2 
change was also significant (R2 change = . 089, F Change = 19.287, df = 1/198, p= . 000). 
Once the dummy variables of Cluster 1 vs. Cluster 3, Cluster 2 vs. Cluster 3, and Cluster 
4 vs. Cluster 3 were introduced in step 2, the predictive power of the whole model 
considerably increased to 25.4 percent (R2 = . 254, F= 14.89, df = 4/195, p= . 000), and 
the R2 change was significant (R2 Change = . 
165, F Change = 14.3 8, p= . 000). 
When adding interaction terms to the model, although the whole model can explain 26.1 
percent of the total variance in the outcome variable (R2 = . 
26 1, F=9.68, df = 7/192, p= 
. 000), 
R2 change was not statistically significant (R2 Change = . 007, F Change = . 
613, p= 
. 608). 
Therefore, the model fits the data best for step 1 and 2. This means that level of behaviour 
loyalty was best explained by the attitudinal loyalty and the dummy variables of the 
clusters. The interaction term groups did not provide any predictive power. Thus, 
Hypotheses 5 and 6 were substantiated and Hypothesis 7 was not supported. 
7.6.2.2 Evaluating each of predictor variable 
It was found that attitudinal loyalty was a strong contributor to the behaviour loyalty 
when dummy variables and moderators were accounted for (std beta-number of 
attitudinal loyalty = . 
357, t=3.067, p< . 
01). In other words, when attitudinal loyalty 
towards a particular conference increases, the level of behaviour loyalty would also 
increase. 
In addition, the results revealed that strong supports were found on 2 dummy variables. It 
was found that Cluster 1 vs. Cluster 3 was negatively related to the level of behaviour 
loyalty and it contributed significantly to the model (std beta-number = -. 213, t= -2.896, 
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p< . 
01). In other words, the level of behaviour loyalty would be lower if a person is in 
the Cluster 1 as compared to those in the Cluster 3. Also, Cluster 4 vs. Cluster 3 was 
found to positively related to the level of behaviour loyalty (std beta-number = . 270, t= 
3.513, p< . 
01). Thus, the level of loyalty would increase if a person is clustered in the 
Cluster 4 as compared to those in the Cluster 3. However, it was found that Cluster 2 vs. 
Cluster 3 did not make a significant contribution to the behaviour loyalty (std beta- 
number = -. 038, t=-. 523, p> . 05). Thus, the level of behaviour loyalty is the same for 
those in the Cluster 3 and Cluster 2. However, the findings revealed that the interaction 
terms were reported to be statistically insignificant. 
7.6.3 Testing of hypothesis 8-10 
Hypothesis 8: There is a positive relationship between prior conference experience and 
conference knowledge. 
Hypothesis 9: There is a relationship between the clusters of conference registrants 
(ranging from the most experienced to the least experienced) and the level of conference 
knowledge. 
Hypothesis 10: The clusters of conference registrants moderate the relationship between 
prior conference experience and conference knowledge. 
From Table 7-9, it was found that there was a moderate, positive correlation between 
years of attending conferences and conference knowledge (r = . 
306, n= 475, p<0.01), 
and number of conferences attended in the past five years and conference knowledge (r = 
. 270, n= 475, p<0.01). There was a moderate positive relationship 
between breadth of 
prior conference experience and conference knowledge (r = . 
292, n= 475, p<0.01). 
Using hierarchical multiple regression analysis, at step 1 number of conferences attended 
in the past five years, number of years attending conferences and breadth of prior 
conference experience were firstly entered, and this is followed by three dummy variables 
of clusters. At step 3 all interaction effects based on the hypothesised relationships were 
entered (See Appendix 8-2 for the testing results of multiple regressions assumptions). 
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In the initial run of the hierarchical multiple regressions, it was found that number of 
conferences attended in the past five years, number of years attending conferences and 
breadth of prior conference experience were predictors of conference knowledge as 
anticipated (R2 = . 169, F= 26.445, df = 3/390, p= . 000), and R2 change was also 
significant (R2 change = . 169, F Change = 26.445, df = 3/390, p= . 000). 
After entering the dummy variables of Cluster 1 vs. Cluster 3, Cluster 2 vs. Cluster 3, and 
Cluster 4 vs. Cluster 3 in step 2, the predictive power of the whole model increased 
slightly to 19.5 percent (R2 _ . 
195, F= 15.605, df = 6/387, p= . 
000), and the R2 change 
was significant (R2 Change = . 
026, F Change = 4.129, p= . 007). However, none of the 
dummy variables made a significant contribution to conference knowledge. When adding 
interaction terms to the model, although the predictive power of the whole model rose to 
21.6 percent of the total variance in the outcome variable (R2 = . 216, F=6.935, df = 
15/378, p= . 
000), R2 change was not statistically significant (R2 Change = . 021, F 
Change = 1.124, p= . 
344). Thus, the interaction term groups did not provide any 
predictive power. However, the findings revealed that only one of the interaction terms 
was reported to be statistical significant, years of attending conferences X Cluster 4 vs. 
Cluster 3. 
Because of the confusing results, a decision was to re-run the hierarchical multiple 
regressions with the same procedures and same predictor variables and dummy variables. 
However, in terms of the interaction effects only one interaction term which was reported 
to be statistical significant in the previous regression, years of attending conferences X 
Cluster 4 vs. Cluster 3 would be introduced in the step 3 of the regressions. 
7.6.3.1 Evaluating the model 
The results of the re-run of the hierarchical multiple regressions were displayed in Table 
7-13. 
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Chapter 7 Findings - The Main study 
As shown in Table 7-13, in step 1 after introducing the number of conferences attended in 
the past five years, number of years attending conferences and breadth of prior 
conference experience, it was found that they were predictors of conference knowledge as 
anticipated (R2 = . 
169, F= 26.445, df = 3/390, p= . 
000), and R2 change was also 
significant (R2 change =. 169, F Change = 26.445, df = 3/390, p =. 000). 
After entering the dummy variables of Cluster 1 vs. Cluster 3, Cluster 2 vs. Cluster 3, and 
Cluster 4 vs. Cluster 3 in step 2, the predictive power of the whole model increased 
slightly to 19.5 percent (R2 = . 
195, F= 15.605, df = 6/387, p= . 000), and the R2 change 
was significant (R2 Change = . 
026, F Change = 4.129, p< . 
01). 
When adding interaction terms to the model, although the predictive power of the whole 
model rose to 19.9 percent of the total variance in the outcome variable (R2 = . 199, 
F= 
6.935, df = 15/378, p= . 
000), R2 change was not statistically significant (R2 Change = 
. 004, 
F Change = 1.1941, p= . 344). 
Thus, the interaction term groups did not provide any 
predictive power. Thus, Hypotheses 8 and 9 were supported, while Hypothesis 10 was 
not supported. 
7.6.3.2 Evaluating each of predictor variable 
It was found that number of conferences attended in the past five years was a contributor 
to conference knowledge when dummy variables and moderators were accounted for (std 
beta-number = . 
166, t=3.180, p< . 
05). Also, the breadth of prior conference experience 
made a significant contribution to conference knowledge when dummy variables and 
moderators were accounted for (std beta-number = . 
206, t=4.405, p= . 
000). However, 
number of years attending conferences did not make a significant contribution 
to 
conference knowledge when dummy variables and moderators were accounted 
for (std 
beta-number = -. 006, t= . 
067, p> . 
05). Thus, if number of conference attended and 
breadth of prior conference experience increase, level of conference 
knowledge would 
also increase. 
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The results also revealed that only Cluster 1 vs. Cluster 3 was found to be negatively 
related to the level of conference knowledge (std beta-number = -. 203, t= -3.265, p< 
. 05). 
Thus, the level of conference knowledge would be lower if a person is in the Cluster 
1 as compared to those in the Cluster 3. However, the findings revealed that none of the 
interaction terms was reported to be statistical significant. 
7.6.4 Testing of hypothesis 11-13: Interrelationship between conference knowledge 
and working experience and complexity of conference decision-making 
Hypothesis 11: Behavioural loyalty, conference knowledge and number of years worked 
in the current sector are related to the complexity of conference decision-making. 
Hypothesis 12: There is a relationship between the clusters of conference registrants 
(ranging from the most experienced to the least experienced) and the complexity of 
conference decision-making. 
Hypothesis 13: The clusters of conference registrants moderate the relationship between 
behaviour loyalty, conference knowledge and number of years worked in the current 
sector, and the complexity of conference decision-making. 
Before running the hierarchical multiple regression analysis, it was found that the values 
of VIF and tolerance for the behaviour loyalty was greater than threshold of 10 and below 
. 10 respectively. Thus, 
it was decided to run the subsequent hierarchical multiple 
regressions without this variable, and the regressions was run separately for the 
behavioural loyalty and the results were explained in the later section. 
7.6.4.1 Evaluating the model 
The results of the multiple regressions are reported in Table 7- 14 along with change in 
R2 and change in F to evaluate any significant predictive ability with the addition of each 
block of variables. 
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Chapter 7 Findings- The Main Study 
After conference knowledge and number of years worked in the current sector were 
introduced in step 1, it was found that they were the predictors of the complexity of 
conference decision-making as anticipated (R2 = . 
079, F= 17.828, df = 2/415, p= . 000), 
and R2 change was also significant (R2 change = . 
079, F Change = 17.828, df = 2/415, p= 
. 
000). After entering the dummy variables of Cluster 1 vs. Cluster 3, Cluster 2 vs. Cluster 
3, and Cluster 4 vs. Cluster 3 in step 2, the predictive power of the whole model increased 
slightly to 12.5 percent (R2 = . 
125, F= 11.75, df = 5/412, p= . 000), and the R2 change 
was significant (R2 Change = . 046, F Change = 7.168, p= . 
000). When adding interaction 
terms to the model, although the predictive power of the whole model rose to 14.2 
percent of the total variance in the outcome variable (R2 = . 
142, F=6.113, df = 11/406, p 
=. 000), R2 change was not statistically significant (R2 Change = .0 17, F Change = 1.369, 
p> . 05). Thus, the 
interaction term groups did not provide any predictive power. Thus, 
Hypotheses 11 and 12 were supported whereas the Hypothesis 13 was not supported. 
7.6.4.2 Evaluating each of predictor variable 
In terms of contribution of each predictor variable, it was found that number of years 
worked in the current sector was a contributor to the complexity of decision-making 
when dummy variables and moderators were accounted for (std beta-number = -. 228, t= 
-2.350, p< . 
05). However, conference knowledge did not make a significant contribution 
to the complexity of decision-making. 
Also, the dummy variables of Cluster 1 vs. Cluster 3 also made a significant contribution 
to the complexity of decision-making when predictor variables, other dummy variables 
and moderators were accounted for (std beta-number = . 
230, t=2.304, p< . 
05). In other 
words, the complexity of decision-making would increase if a person is in the Cluster 
1 
as compared to those in the Cluster 3. 
Similarly, the dummy variables of Cluster 4 vs. Cluster 3 also made a significant 
contribution to the complexity of decision-making when predictor variables, other 
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dummy variables and moderators were accounted for (std beta-number = -. 169, t=- 
2.638, p< . 
05). It means that the complexity of decision-making would be lower if a 
person is in the Cluster 4 as compared to those in the Cluster 3. The results also revealed 
that none of other dummy variables and the interaction terms made a significant 
contribution to the complexity of decision-making. 
7.6.5 Testing of hypothesis 11: Interrelationship between behavioural loyalty and 
complexity of conference decision-making 
Although the behavioural loyalty was excluded in the previous regression models, a 
standard regression using behavioural loyalty as the predictor variable was conducted to 
test whether it is related to the complexity of conference decision-making (See Appendix 
8-4 for the results of the testing of multiple regressions assumptions). 
The result of the regression is reported in Table 7- 15. 
Table 7-15 Results of hierarchical multiple regression (Outcome variable: 
Complexity of conference decision-making*) 
Standardised 
Variable t p- value R2 F-ratio p- value 
Beta 
Behavioural 
-. 225 -3.249 . 001 . 051 10.557 . 
001 
Loyalty 
It was found that even though R2 was very small, behavioural loyalty was a significant 
predictor of complexity of conference decision-making as anticipated and explained only 
5 percent of the complexity of decision-making. Hence, hypothesis 11 is substantiated. 
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7.6.6 Additional testing of interrelationship between prior conference experience 
and complexity of conference decision-making 
Although it was not part of the hypotheses to be tested in this study, due to the 
insignificant relationship found between conference knowledge and the complexity of 
conference decision-making it has raised the question whether there are other variables 
studied in this study that may have the relationship with the complexity of decision- 
making. Among several variables investigated in this study, prior conference experience 
is the variable with the most potential as it was found in the preliminary study that they 
were significantly related to the types of conference heuristics people adopted. Hence, 
standard multiple regression analysis was performed between the predictor variables 
(number of conferences attended in the past five years, number of years attending 
conferences and breadth of prior conference experience), and the complexity of 
conference decision-making as the outcome variable (See Appendix 8-5 for the results of 
the testing of multiple regressions assumptions). 
7.6.6.1 Evaluating the model 
The results of the hierarchical multiple regressions were displayed in Table 7-16. 
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Table 7-16 Results of hierarchical multiple regression (Outcome variable: 
Complexity of conference decision-making) 
Predictor variables 
Standardised 
Beta 
t p- value 
Number of years attending conferences -. 279 -5.11 . 000 
Number of conferences attended in the 
past five years -. 
150 -2.78 . 006 
Breadth of prior conference experience -. 123 -2.50 . 013 
R 
. 169 
Adj usted R72 . 162 
F-ratio 24.062, p= . 000 
It was found that number of years attending conferences, number of conferences attended 
in the past five years and breadth of prior conference experience were the predictors of 
complexity of conference decision-making as anticipated and explained 17 percent of the 
complexity of decision-making. Hence, there is relationship between prior conference 
experience and the complexity of conference decision-making process. 
7.6.6.2 Evaluating each of predictor variable 
It was found that number of years attending conferences contributed made the largest 
contribution to the complexity of conference decision-making when other two predictor 
variables were accounted for (std beta-number = -. 279, t= -5.11, p= . 000). 
The second 
strongest predictor was number of conferences attended in the past five years (std beta- 
number = -. 150, t= -2.78, p< . 
05 Moreover, breadth of prior conference experience also 
made a significant contribution to the complexity of conference decision-making when 
other two variables were accounted for (std beta-number = -. 123, t= -2.50, p< . 
05). In 
short, if level of prior conference experience increases, level of complexity of conference 
decision-making would decrease. 
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7.7 REVISED MODELS OF COMPLEXITY OF CONFERENCE DECISION- 
MAKING 
Table 7-17 summarises the results of hypotheses testing. 
Table 7-17 Results of hypotheses testing 
Hypotheses Supported 
Hypothesis 1: Conference participants could be divided into 
homogenous groups based on their distinctive decision-making Yes 
heuristics and individual profiles. 
Hypothesis 2: There is a positive relationship between satisfaction 
and attitudinal loyalty for those people who attend a particular Yes 
conference on second or more occasions. 
Hypothesis 3: There is a relationship between the clusters of 
conference registrants (ranging from the most experienced to the No 
least experienced) and the level of attitudinal loyalty. 
Hypothesis 4: The clusters of conference registrants moderate the 
relationship between satisfaction and attitudinal loyalty. 
No 
Hypothesis 5: There is a positive relationship between attitudinal Yes loyalty and behaviour loyalty. 
Hypothesis 6: There is a relationship between the clusters of 
conference registrants (ranging from the most experienced to the Yes 
least experienced) and the level of behaviour loyalty. 
Hypothesis 7: The clusters of conference registrants moderate the No 
relationship between attitudinal loyalty and behaviour loyalty. 
Hypothesis 8: There is a positive relationship between prior Yes 
conference experience and conference knowledge. 
Hypothesis 9: There is a relationship between the clusters of 
conference registrants (ranging from the most experienced to the Yes 
least experienced) and the level of conference knowledge. 
Hypothesis 10: The clusters of conference registrants moderate the 
relationship between prior conference experience and conference No 
knowledge. 
Hypothesis 11: Behavioural loyalty, conference knowledge and Yes, partially (except 
number of years worked in the current sector are related to the the relationship 
complexity of conference decision-making. between conference 
knowledge and the 
complexity of 
conference decision- 
making 
(LOntinueu) 
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Table 7-17 Results of hypotheses testing (Continued) 
Hypotheses Supported 
Hypothesis 12: There is a relationship between the clusters of 
conference registrants (ranging from the most experienced to the yes least experienced) and the complexity of conference decision- 
making. 
Hypothesis 13: The clusters of conference registrants moderate the 
relationship between behaviour loyalty, conference knowledge and No 
number of years worked in the current sector, and the complexity of 
conference decision-making. 
Additional hypothesis: Prior conference experience is related to yes 
the complexity of conference decision-making. 
Based on the above findings, revisions were made to the conceptual model of the study 
(Figure 5-2) and the revised model is shown in Figure 7-7. 
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Figure 7-7 Revised model depicting the interrelationship between variables affecting 
complexity of conference decision-making 
PRODUCT-RELATED FACTORS 
Attitudinal Behaviour 
Satisfaction loyalty towards a+ loyalty to a 
particular particular 
conference conference 
Clusters of 
conference 
attendees 
Prior 
conference 
experience 
+/- 
Conference 
knowledge 
PERSON-RELATED FACTORS 
Complexity of 
conference 
decision 
heuristics 
Individual 
characteristics: 
" Working 
experience 
Remarks: -10 Supported relationship --. --. -... -. - Not supported 
º New supported relationship 
Figure 5-2 was fully supported in many aspects. Behavioural loyalty and work experience 
were the predictors of complexity of conference decision heuristics. Also, the 
interrelationships between satisfaction, attitudinal loyalty, and behavioural loyalty were 
also fully supported. Similarly, there was relationship between prior conference 
experience and conference knowledge as anticipated. The only two exceptions are that 
conference knowledge could not explain the complexity of conference decision-making 
and the clusters/individual profiles did not moderate the relationship between the factors 
in the model. In addition, there was unanticipated relationship between depth (number of 
years attending conferences and number of conferences attended in the past five years) 
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and breadth of prior conference experience, and the complexity of conference decision- 
making. 
Based on the revised model, the complexity of conference decision-making process is 
negatively related to behavioural loyalty to a particular conference, level of working 
experience, and level of both depth (number of conferences attended in the past five years 
and number of years attending conferences) and breadth of prior conference experience. 
In addition, the individual profiles a person has can also indicate the complexity of their 
decision-making process. It appears that if people have developed loyalty to a particular 
conference, worked at the current positions for a long period of time, held a senior 
position and accumulated extensive conference experience, the nature of their decision- 
making would be much simpler. The opposite is true for those who have not developed 
loyalty to any conference, just started their career, worked at junior position and lack of 
prior conference experience. 
7.8 CONCLUSION 
The chapter reported the findings of the main study in details. After the data preparation 
stage, data was subjected to a number of statistical analyses to test the hypotheses of the 
study. The main study tested the two notions. Firstly, it has demonstrated that not all 
potential conference participants would have the same conference decision heuristics 
since SPSS two-step cluster analysis found four clusters of people who display distinctive 
conference decision heuristics and characteristics. More importantly, after performing 
hierarchical multiple regressions with interaction effects the study tested the underlying 
factors that contributed to the differences in relation to the nature of conference decision 
heuristics among the clusters. Behavioural loyalty, working experience, prior conference 
experience, and the clusters or the individual profiles were found to be the predictors of 
the complexity of conference decision-making. Following from these findings, the final 
model of conference decision-making was revised. 
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8.1 INTRODUCTION 
This chapter discusses the findings and compares them with the past research. The 
discussion focuses on the two most important findings, the multiple conference decision 
heuristics, and the factors influencing the complexity of conference decision heuristics. 
This chapter also includes the discussions of the recent literature on conference decision 
selection, with which the findings of the main study is compared. The recently published 
works are Yoo and Chon (2008), Zhang, Leung and Qu (2007), Severt, Wang, Chen and 
Breiter (2007), and Mair and Thompson (2008). 
8.2 VALIDATION OF MULTIPLE CONFERENCE DECISION HEURISTICS 
One of the most important findings of the study is that it provides empirical evidence that 
there is more than one pattern of how conference decisions are made. The findings are 
consistent with the theories of information processing, problem-solving and consideration 
set that argued that the consumer decision-making process does not occur in a linear 
fashion (Howard and Sheth 1969; Peter and Olson 2004; Blackwell et al 2001; Lussier 
and Olshavsky, 1979). Particularly, the findings are consistent with Howard and Sheth 
(1969), Foxall and Goldsmith (1994), Engel et al (1995) who proposed that not all 
consumers would approach decision-making in the same way, as they do not 
have the 
same level of information processing capacity (working memory and computational 
abilities). Also, the gradual decline of the level of complexity of decision-making process 
from cluster 1-4 is similar to the descriptions of extensive decision-making, 
limited 
decision-making and habitual/routine decision making by Peter and Olson 
(2004), and 
Blackwell et al (2001). The findings also support the argument put 
forth by Olshavsky 
and Granbois (1979) that in many situations a decision-making process would not 
be 
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complex and it would involve the evaluation of few alternatives, little information search 
and few evaluation criteria. 
On the other hand, the validation of multiple conference decision heuristics calls into 
questions many of the past studies on the conference decision-making. This is because 
most of them tend to imply that there is one single way of how conference decision- 
making is carried out and assume people would be similar in terms of the way they make 
a decision to participate in a conference as well as the factors that influence such decision 
(Oppermann and Chon, 1997; Oppermann, 1998; Var et al, 1985; Ngamsom and Beck, 
2000; Yoo and Chon, 2008; Zhang et al, 2007). 
The finding disagrees with some of the recent studies in conference decision-making 
(Yoo and Chon, 2008; Zhang et al, 2007) as these studies still assume that a generic 
model is sufficient to represent how all people approach their conference decisions. For 
example, built on the Oppermann and Chon's work, Yoo and Chon (2008) continued to 
identify five underlying conference decision making-factors including destination stimuli, 
professional and social networking opportunities, educational opportunities, safety and 
health situations, and travelability. Similarly, Zhang et al (2007) still focus on deriving 
additional factors such as total cost factor (monetary cost and time cost) to the factors 
presented in the Oppermann and Chon's (1997) model. However, the findings of the 
current study suggest that different types of attendees do not have the same pattern of 
decision-making and they do not consider the same list of factors. 
The findings of the current study are consistent with Severt et al (2007). It is found that 
differences in the decision-making process exist among different types of conference 
attendees. Severt et al (2007) recognised that conference decision-making may not be the 
same from one group of attendees to another. Both of the studies also found that there is a 
relationship between satisfaction and decision-making process. Particularly, Severt et al 
(2007) found that the nature of conference decision-making may change over time as a 
result of the relationship between performance of the conference on educational 
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activities, satisfaction, and intent to recommend it to others and to return to the same 
conference in the future. Similarly, the findings of the current study found that those who 
reported to be pleased and satisfied with a conference tend to be loyal to the conference 
and return to the same conference in the near future. 
8.3 COMPREHENSIVE MODEL OF CONFERENCE-DECISION MAKING 
This research tested the model that accounts for the important factors such as previous 
conference experience, satisfaction, loyalty and individual profiles of people in adding 
to/or reducing the complexity of the decision. These findings support the studies by 
Olshavky and Granbois (1980), and Hoyer (1986). Particularly, the results provide a 
strong empirical evidence to support that decision-making process is affected by the 
internal factors such as post-purchase evaluations, product class experience, and 
individual difference variables. 
The following sections discuss how these factors affect the conference decision-making 
process. 
8.3.1 Direct effects of working experience on the complexity of conference decision- 
making 
One of the common notions in the conference-related literature is that such conference- 
related factors, such as professional-related motivations about attending conferences, and 
topic/title of the conference will affect the conference participation decision-making 
process. At the same time the importance of other factors, such as personal 
characteristics, was not sufficiently recognised. However, the findings of 
both the 
preliminary study and the main study support that individual factors, such as working 
experience, play a very important role in explaining the complexity of conference 
decision-making. 
203 
Chapter 8 Discussions 
Particularly, working experience is found to be the chief predictor of the complexity of 
the conference decision-making and the main variable in segmenting conference 
registrants. The findings also match with the results of the preliminary study as it was 
found that work experience and job position were related to types of conference decision 
heuristics. For example, people with fewer years of working experience tended to adopt 
the complex decision-making process, while respondents with more years of experience 
approached the decision-making process either in less complex or simple ways. 
Unsurprisingly, senior business people and academic at senior level tend to use 
moderately complex and simple types of decision-making process. The findings are 
consistent with Grant and Weaver (1996) who affirmed that individual characteristics 
such as age, income level and career stage not only influence motivations, but also the 
participation decision-making process. These findings are also in line with consumer 
behaviour studies that support the importance of socio-demographic variables in 
determining consumer behaviours (Peter and Olson, 2004; Moore and Lehmann, 1980). 
Nevertheless, from the review of the past empirical works in consumer behaviour the 
importance of the working experience has not been well investigated. The majority of the 
existing literature in consumer behaviour focused more on other individual differences 
such as education, income, gender, marital status, but none has explored the direct effects 
of working experience on the consumer decision-making. For example, Moore and 
Lehmann (1980) studied the effects of age, education, gender, marital status, and 
household size on the level of information search, and found that only marital status was 
related to the level of information search. In addition, much research has largely 
emphasised such factors as knowledge, which is thought to have more influence on 
consumer decision-making (Katona and Mueller, 1955; Bucklin, 1966; Punj and 
Staelin, 
1983; Srinivasan and Agrawal, 1988; Kerstetter and Cho, 2004). 
It is plausible to assume that working experience will incorporate the elements of 
conference-related experience and knowledge. By working in the same 
field for a long 
period of time, a person will accumulate on-job experience, as well as 
knowledge 
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obtained from networking with people in the same field, and other non-work related 
experience that may be useful in helping them in the process of making conference 
attendance decisions. Also, for many professionals, either academic or business, 
attending conferences is an integral part of their work. Hence, an increase of years of 
working will lead to more conference-related experience accrued that may assist them in 
the decision-making process. 
8.3.2 Effects of individual profiles (Clusters) on the complexity of conference 
decision-making 
Although the findings demonstrate that the clusters did not have moderating roles in 
affecting the strength of the relationship between product-related, person-related factors 
and the complexity of conference decision heuristics, the findings revealed that their 
effect on the heuristics is rather direct. Hence, this heightened the importance of knowing 
the profiles and individual characteristics, such as job position, in the conference 
decision-making process. In other words, it seems that by knowing the profiles of people, 
one can predict how they would go about making conference decisions. The research 
found similar results to the study by Grant and Weaver (1996) that recognised that 
conference attendees can be clustered into sub-groups who have different conference- 
related motivations and personal profiles. 
The findings also show that all four clusters appeared to have their own distinctive 
heuristics. Firstly, with respect to the perceived difficulty in making decisions, the new 
and inexperienced individuals (Cluster 1) find it more difficult to decide which 
conference to go to and take a longer time to make a final decision than the individuals in 
Clusters 2,3 and 4. These findings are in line with Beattie (1982) who suggested that 
due 
to elaborated structures of information in their memory, experts are able to process 
information in "chunks", so that several components of information are viewed as a 
single representation in memory. However, novices do not have complex 
knowledge 
structures that would allow them to process information in chunks, and instead they must 
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view each item of information as a separate unit. As a result of this difference, experts are 
then able to process information more quickly, and consequently take less time to make 
decisions. Park and Lessig (1981) also provided similar views as they pointed out that 
people with little knowledge and experience take longer time to make decisions than 
those with more experience. This is in line with Henry (1980) who confirmed that 
individual differences in terms of information processing abilities do exist, depending on 
many factors, such as level of education. 
In terms of the level of information search and tendency to consult others prior to making 
decisions, Cluster 1 reports the greater needs for information search from various sources, 
than the respondents in the other 3 clusters. The findings also indicate that Cluster 1 
seems to have lower level of conference knowledge than other clusters, particularly 
Cluster 3. Similar to the views of Beattie (1982), novices opt to rely on their friends and 
colleagues for advices because they do not have a clear conception of an ideal product in 
their memory, while expert consumers should have established an "ideal" prototype 
product in their mind against which alternatives will be compared. 
Also, the newly and inexperienced registrants seem to rely more on word-of-mouth, 
while more experienced attendees based their decisions on prior conference experience. 
This reflects that the inexperienced had greater need for external sources of information 
to help making decisions than others with more prior conference experience. This 
is 
similar to the study by Lee and Back (2008) who emphasised the importance of the 
subjective norms- opinions of other people in influencing decisions to attend a particular 
conference. This is due to the fact that conference participation is often sponsored 
by the 
organisations and the support and encouragement from bosses and colleagues are very 
crucial in determining which conferences to go to. Similar results were 
found in the 
works of Bettman and Park (1980), Maddox et al (1978), and Peter and 
Olson (2004) who 
confirmed the positive relationship between information gathering, size of consideration 
set, and the complexity of decision-making. 
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Another important difference between these 4 clusters is the tendency to have a particular 
conference that the individual plans to attend every year. Here, Cluster 1 reported to have 
no prior preference, which is conceivable given their lack of experience. The opposite is 
true for the individuals in Cluster 4. This may be related to the effects of consumer's 
goal. Klenosky and Rethans (1988) emphasised that when the consumer's goal is a 
familiar one, consumers can retrieve from their memory and form a choice set because 
the choice category is likely to be fairly well-established in memory. Thus, in such 
situations the consumer's choice set is likely to be relatively stable. In contrast, when the 
consumer's goal is an unfamiliar one, he/she has to construct a choice set because they 
have not yet established a choice category in memory. Thus, it is possible that potential 
attendees in the cluster 1 may not have a clear goal about conference attendance due to 
lack of previous experience and knowledge, they subsequently do not have a fixed 
consideration set. 
For Cluster 2 and 3, the complexity of their decision-making is found to be moderate. In 
relation to information use, they revealed relying on both internal and external sources of 
information prior to making decisions. This is consistent with Park and Lessig (1981) 
who affirmed that despite having the basic degree of knowledge and ability to assess the 
importance of intrinsic cues (physical and performance attributes), it is not enough for 
them to rely on the brand name alone to make evaluations. Consequently, this requires 
them to engage in some information search and process the obtained information before 
making the final decision. In contrast, both the new and inexperienced and the most 
experienced conference registrants seem to base their decisions on the brand name (most 
well-known conferences). This is supported by Park and Lessig (1981) who found that 
low-familiar and high familiar customers relied more on extrinsic cues such as brand 
name but for different reasons. Low-familiar customers relied on brand name as they did 
not have enough information to use intrinsic cues, but high familiar customers can use 
brand name alone to generate a complex schema that also include information about other 
attributes. 
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Also, it appears that the heuristics of Cluster 2 and 3 are similar to Olshavky and 
Granbois' hybrid strategies. Olshavky and Granbois (1980) argued that in some 
purchases a combination of choice and non-choice purchase strategies, or `hybrid' 
strategies, can be used simultaneously, for example word-of-mouth could be used 
together with some information search and evaluation. 
8.3.3 Effects of prior general conference experience 
This study provides evidence to support that prior conference experience (both the depth 
and breadth dimensions of prior conference experience) is negatively related to the 
complexity of conference decision-making. This finding is similar to the study by Park et 
al (1994) who found that prior experience serves as an important cue that people rely on 
when making a decision. This is because prior experience is vivid, salient and has a richer 
connection to products than brand name and other product factors. 
The findings are also similar to the work by Lee and Back (2008). They found that the 
meeting participation model, which includes attitude, subjective norms, and perceived 
behaviour control, destination image, and past experience, is effective in predicting 
meeting participation intentions. With regard to effects of past experiences both their 
study and the current study emphasised that past conference experience is very important 
factors in improving a better understanding of meeting participation behaviour. 
These results are also consistent with the study of Furse et al (1984). They suggested that 
as the exposure to a particular product are increased; they tended to exhibit automaticity 
of choice. This is when information is processed in "chunking" and more elaborate 
processing of information is replaced by a cognitive shortcut which is operated as a 
heuristic and requires less time. Hence, cluster 3 and 4 may be further along in the 
development of automated decision-making, while cluster 1 still needs more time to 
process information. 
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The findings suggest that general conference experience can help to explain why Cluster 
3 and 4 have a more stable consideration set, a list of conference (s) they plan to attend 
every year. Several authors also supported the notion that an increase in prior experience 
(in terms of purchase and information exposure) often leads to more stability of 
consideration set and as a result people could make decisions more easily (Gruca, 1989; 
Klenosky and Rethans, 1988; Mitra, 1995). Other studies also confirmed that there is 
relationship between past experience with the aspects of information search (Katona and 
Mueller, 1955; Newman and Staelin, 1971; Jacoby, Chestnut and Fisher, 1978). In 
particular, Moore and Lehmann (1980) found that number of previous purchases is 
negatively related to level of information acquisition. Also, the strong associations 
between the experience and decision making were often found in the service marketing 
literature (Lewis and Klein, 1987; Fisk, 1981; Hill, 1986). 
8.3.4 Effects of behavioural loyalty 
Behavioural loyalty is found to be another predictor of the complexity of conference 
decision-making. The research revealed that once people have demonstrated loyalty 
behaviour by returning to the same conferences more than one time, it is very likely that 
they would take less time to make decision, search for less information, have a particular 
conference (s) that they want to attend, and find it easy to make decisions. Similarly, 
Blackwell et al (2001) also supported that brand loyalty also influences people to adopt 
habitual decision making because loyal customers want to reward the company with 
continued use over time. Oppermann (1998) found that level of involvement which is 
closely related to brand loyalty often lead to repeat attendance, as a highly involved 
member is also more loyal to a particular association and more likely to decide to attend 
an annual conference of that particular association than others. The current study is 
consistent with Reilly and Parkinson (1985) who found that when a person develops a 
brand loyalty towards particular brands, they would consider only a few alternatives. 
Moore and Lehmann (1980) also found that repeat purchases had strong negative 
relationship with the level of information acquisition. 
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Nevertheless, although behavioural loyalty was found to be the predictor of the 
complexity of conference decision-making, it was found to be able to explain only a 
small part of the variance in conference decision-making. The explanation for these 
finding is that not all people have developed behavioural loyalty toward a particular 
conference, as the chance of establishing loyalty often declines over time, as people are 
exposed to various distractions, such as another attractive conference, better offerings 
from rival competitors, need for variety, and etc. (Reinchheld, 1996). 
8.3.5 Effects of attitudinal loyalty and satisfaction 
The findings suggest that attitudinal loyalty and satisfaction could have indirect roles in 
shaping conference decision-making, via the effects of behavioural loyalty. Particularly, 
attitudinal loyalty was found to be a predictor of behavioural loyalty. The results are 
consistent with Oliver (1997) who suggested that loyalty is conceptualised to consist of 
cognitive-affective-conative-action elements. Based on his works, loyalty has multi four 
stages, consisting of four elements of attitudinal brand loyalty. Loyalty occurs in a 
sequence of cognitive-affective-conative-action and it is suggested that consumers can be 
loyal at each of these attitudinal phases (Oliver, 1997). 
Satisfaction is another factor that may have an indirect relationship with the complexity 
of conference decision-making. Similarly, Moore and Lehmann (1980) also confirmed 
that satisfaction did not have direct relationship with consumer decision-making, 
particularly to the level of information search. In this study, satisfaction is found to have 
indirect effects on the conference decision heuristics via the attitudinal loyalty and it was 
positively related to attitudinal loyalty for those people who attend a particular 
conference on second or more occasions. This is consistent with previous literature that 
confirm a relationship between satisfaction and loyalty (Alford and Sherrell, 1996; 
Anderson and Clases, 1994; Athanassopoulos, 2000; Bloemer, Ruyter and Peeters, 1998; 
Ennew and Binks, 1999; Mittal, Ross and Baldasare, 1998; Szymanski and Henard, 
2001). 
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The findings are also in line with the work of Severt et al (2007) who revealed that there 
is a significant relationship between satisfaction and behavioural loyalty (intent to 
recommend others and to return to the same conference in the future). Oppermann and 
Chon (1997) also recognised the effects of convention experience and satisfaction on the 
participation decision-making process of potential delegates. The more satisfied a 
participant is with a convention, the more likely that they will place more value on the 
particular association meeting over others when making a decision in a future. 
However, despite the fact that there is a strong evidence for their interrelationship from 
the previous literature, it was found in the current study that satisfaction can only explain 
less than 30 percent of variance in attitudinal loyalty. Thus, it is unrealistic to assume that 
all satisfied conference attendees will automatically become a loyal attendee. Similar 
observations were also discovered by several authors. For example, Reichheld (1993) 
argued that customer satisfaction does not always lead to consumer loyalty and increased 
satisfaction does not guarantee increased consumer loyalty. Reichheld (1996) went on to 
conclude that from his empirical work the defection rates among satisfied customers are 
very high and only 30-40 percent of satisfied customers would repurchase the same 
product. 
8.3.6 Effects of conference knowledge 
The research does not support past studies in relation to the role of product knowledge as 
a predictor in explaining many aspects of consumer decision-making (Johnson and 
Russo, 1984; Punj and Srinivasan, 1989; Park et al, 1994; Howard and Sheth, 1969; 
Bettman, 1979). Nevertheless, the findings of the research are similar to the study by 
Kerstetter and Cho (2004). Using service products as the focus of the study, Kerstetter 
and Cho (2004) found no relationship between product knowledge and the extent of 
information search. In addition, the findings are similar to the empirical study by Katona 
and Mueller (1955), who found little or no relationship between product knowledge and 
external information search. Also, the study by Bucklin (1966) did not 
find that 
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customers with little knowledge would search and shop more than those with more 
knowledge about the products. Similarly, Punj and Staelin (1983) also found that general 
product-class knowledge, consumer knowledge of the buying process, as well as general 
product knowledge, were not related to external search. Srinivasan and Agrawal (1988) 
found that prior knowledge alone cannot explain consumer search behaviours, due to the 
low level of variance explained by the knowledge. 
This mixed support for the effects of product knowledge may be attributed to the nature 
of product being studied. While the previous literature often concentrated on 
manufactured products, this research focused on conferences, which have similar 
characteristics with service products. It is evident that many details about conferences 
such as location are often changed every time the conference is to be held, consequently 
this makes some of the pre-existing knowledge less relevant causing potential attendees 
to seek for new information about the conference. 
Another characteristic of the conference as a product that may contribute to these findings 
is the intangibility. Best (1994) argued that the linkage between experience and 
knowledge for service products is weaker than for manufactured products. In other 
words, it is more likely that customers would learn more from the experience with a more 
tangible product than with the intangible products. On the other hand, the service 
products are highly intangible and have strong credence qualities making it more difficult 
for the customers to evaluate after the experience, and hence little knowledge may be 
learnt even after customers have used and experienced the products. Consequently, 
although the experts may have more knowledge and experience than the novices, both of 
them may have formed similar expectations and perhaps not differ at all on any 
distinctive criteria. As a result, knowledge may not have much strong effect on the way a 
decision is made, thus making it less effective in predicting their purchase behaviours 
for 
service products, including conference products. Similarly, Kerstetter and Cho (2004) 
also found that the relationship between prior knowledge and consumer behaviours 
in 
service settings was not significant. 
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However, even though conference knowledge was not found to be a predictor of 
complexity of conference decision-making, it is proved to be an effective basis for market 
segmentation. The clusters are valid as they are significantly different on other six 
variables, including job position, working experience, behavioural loyalty, years of 
attending conferences, number of conferences attended in the past five years, and breadth 
of prior conference experience. The effectiveness of product knowledge as the 
segmentation tool was in harmony with the previous literature. For example, Beane and 
Ennis (1987) suggested that segmenting customers based on their knowledge of the 
product is effective. 
8.3.7 Role of conference-related factors in conference decision-making process 
Most of literature in the attendees' conference decision-making process mainly focused 
on deriving factors that may be influential in the process of choosing which conference to 
go to. The current study also provides some support for this, as it found that that there are 
some factors that all people consider prior to making decisions, particularly professional- 
related motivations. The results are in line with the previous literature, as professional- 
related motivations are often cited as important factors (Oppermann, 1998; Var et al, 
1985; Ngamsom and Beck, 2000; Grant and Weaver, 1996; Yoo and Chon, 2008). These 
motivations include networking opportunities, learning and educational-related 
opportunities, and composition of attendees. Topicality and quality of conferences was 
also found to be another important factor, which is in line with the previous literature 
(Oppermann and Chon, 1997; Yoo and Chon, 2008; Jarumaneerat, Jones and Al- 
Sabbahy, 2007). 
In addition, the current study emphasises the importance of topic/title of the conference, 
and professional-related motivations for all types of people. This further supports that 
professional-related motivations, topic/title of the conference and quality of the 
conference are the most common expectations and prerequisite of the conferences. In 
addition, it may have much impact on the formation of the intention to attend 
213 
Chapter 8 Discussions 
conferences, rather than on the process of deciding the final conference to attend. The 
results were similar to the study by Mair and Thompson (2008), as they found that only 
two of these six factors (networking opportunities and cost) were significant predictors of 
intention to attend the conference in the future. While other four factors such as location 
did not have any influence on the consumer decision-making. 
The research also demonstrates that the inhibitor of cost is important for all clusters. This 
is similar to previous literature, as the majority of these point out that financial and 
temporal-related factors, such as financial situation of potential association convention 
attendees, availability of travel funding, time availability and the timing of the 
convention, are influential in the participation decision-making process (Oppermann, 
1998; Oppermann and Chon, 1997; Witt, et al 1995; Var et al, 1985). Nevertheless, 
findings suggest that the inhibitors of time and money were not rated as highly important, 
as anticipated. This may be due to the fact that the sample of this study are those who 
have already made the decision to attend a conference and paid their registration fees, 
potentially making the inhibitor of time and money no longer have any impact on 
decision-making. 
In contrast, the findings suggest that the importance of the destination and leisure-related 
motivations may have been over estimated in the past literature (Grant and Weaver, 1996; 
Ngamsom and Beck, 2000). The exception is the study by Deery et al (2000) who 
acknowledged that for some delegates the destination has no effect, as the content and 
networking opportunities are more influential and they would attend the conference 
wherever it is held. Hence, it seems that the importance of a host destination may 
be 
lower compared to the work-related motivations. 
Whereas the past research in conference decision-making often implies that all people 
would consider the same list of factors before making a decision about which conference 
to go to, regardless their individual characteristics, the current study shows mixed support 
for this point. Particularly, it is found that the timing of the conference and 
business- 
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related opportunities receive more attention among the conference registrants with more 
experience, while the new and inexperienced conference registrants did not pay special 
attention to these factors. The findings are similar to the study by Grant and Weaver 
(1996) who were the first to acknowledge that there are different types of attendees who 
may not always pay attentions to the same conference-related motivations. 
Moreover, the research does not provide support for the notion that people with the most 
complex decision-making heuristic would consider more factors than other groups. 
Registrants with least experience did not pay special attention to any of the factors, as 
they rated lowest scores on most of the factors when compared with the scores given by 
people in other clusters. A possible explanation is that they lack of experience, making it 
difficult to weigh which factors are important. Hence, this lack of knowledge lessens their 
ability to make evaluative judgments. This also may explain why they relied heavily on 
the advice from superiors and colleagues. The findings are consistent with Beattie (1982) 
who explored the differences between experts and novices. Consistent with the results of 
the current study, Beattie (1982) found that experts and novices seem to have approached 
decision-making differently. In addition, expert consumers should have established an 
"ideal" prototype product in their mind against which alternatives will be compared. 
Differences and similarities of the alternatives will be compared with the prototype and 
they can easily engage in this process without much difficulty because of their high level 
of past experience. On the other hand, novices are unlikely to have a clear conception of 
an ideal product in their memory. Thus, in order to engage in evaluation process they 
have to use an externally defined ideal, for example advices from friends and the experts. 
Hence, based on these findings, the original thoughts that people with the most complex 
decision heuristics would take into considerations many factors and people with the 
simplest heuristics would look at only a few factors should be re-considered. 
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8.4 CONCLUSION 
This chapter compared the main findings of the study with the past research, and some 
consistencies and inconsistencies were identified and discussed. The study shared some 
commonalities with past research in consumer behaviour, for example, both agreed that 
there are multiple ways of how people make their purchase decisions. However, the study 
challenged most of the studies in the conference-related literature, as they often assume a 
single way of conference decision-making process. This emerged a common theme, with 
one of the most recent works on conference decision-making process, by Severt et al 
(2007), acknowledging differences among people in terms of their conference decision- 
making. In addition, the study provided empirical support for the notion that consumer 
decision-making process is very much affected by internal factors such as satisfaction, 
product class experience, and individual difference factors. Particularly, the study showed 
that such individual characteristics as the working experience and job position, which 
were often overlooked in the past, can help to explain the increase/decrease of the 
complexity of conference decision-making. 
However, the study did not show support for past research on some aspects. In particular, 
the study challenged the roles of product knowledge in conference decision-making, as it 
was found to have little predictive power in the complexity of conference decision- 
making. One possible explanation for this could be attributed to the nature of conference 
products, as many details about conferences such as location are often changed every 
time the conference is to be held, making the information search necessary for most 
potential attendees. Also, a common notion that people with the most complex decision- 
making would consider more variables was also challenged, as people adopting the most 
complex decision heuristic did not pay special attention to any of the factors, when 
compared with people using much simpler heuristics. 
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9.1 INTRODUCTION 
The final chapter of this thesis consists of five main sections. The first section delineates 
the aims and objectives of the study and reports how each of these objective is met. The 
second part describes the concluding remarks of the thesis. The next section details the 
theoretical and practical contributions of the study. Finally, the chapter concludes with 
the limitations of the research and avenue for future research. 
9.2 OBJECTIVES OF THE STUDY 
The aims of this study are twofold: 
(1) To identify factors and examine their roles in influencing conference selection 
(2) To develop a model (s) of the factors that influence conference heuristics 
In order to accomplish the above aims, four objectives are developed, and the following 
section reports how these objectives are achieved. 
Objective 1: Examine the nature and pattern of consumer decision-making in both 
generic products and conference products 
This objective is met by reviewing the literature in generic consumer decision-making 
theories and the conference decision. See page 18-24 for details in regard to conference 
decision and page 26-45 for the review of literature in generic consumer decision-making 
theories. In addition, the main study provides an essential empirical input to 
help 
accomplishing this objective, particularly the results of cluster analysis and analysis of 
218 
Chapter 9 Conclusion 
variance (ANOVA) give an insight into the pattern of conference decision-making of 
different types of attendees (See page 163-178). 
Objective 2: Identify personal and product-related factors that influence the pattern and 
complexity of conference selection 
This objective is achieved by firstly reviewing the literature on consumer decision- 
making theories and conference decision selection. Secondly, the preliminary study is 
carried out to verify the factors and generate a number of hypotheses which are tested in 
the main study. See page 42-49 for the review of the literature and page 64-92 for the 
details pertaining the preliminary study. 
Objective 3: Test how personal profiles affect the complexity of conference decision 
heuristics 
Objective 3.1: Identify the homogenous sub-groups of conference participants using 
the factors derived from the literature 
Objective 3.2: Examine how conference decision heuristics vary among these sub- 
groups of conference participants 
To accomplish the objective and sub-objectives, a questionnaire is designed and data 
obtained is subjected to Two-Step SPSS cluster analysis to find out the sub-groups of 
people that exhibit distinctive conference heuristics. Analysis of variance (ANOVA) tests 
the derived clusters for validation and profiling purposes. The derived clusters are treated 
as the predictor variables in the hierarchical regressions in order to test whether they help 
to predict the complexity of conference decision heuristics. For full details regarding the 
cluster analysis and ANOVA, and hierarchical regressions, see page 163-178 and page 
178-195 respectively. 
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Objective 4: Examine how product-related factors affect the complexity of conference 
decision heuristics 
This objective is met by testing the hierarchical regressions and see page 178-195 for the 
details. 
9.3 CONCLUDING REMARKS 
The current study provides empirical support that decision-making processes for both 
generic products/services and conferences do not always occur in a linear fashion and 
differ in the level of complexity. The findings reveal that there are several types of 
conference attendees; each has their distinct profile in terms of conference decision- 
making heuristics. Every one of these types proved to have different levels of perceived 
difficulty of decision-making, time needed to make decisions, level of information 
search, stability of the consideration set, preferred sources of information, and individual 
profiles. 
The final model of conference decision-making is proposed (See Figure 7-7), which 
accounts for the presence of satisfaction, attitudinal loyalty, behavioural loyalty, 
individual profiles/clusters, prior conference experience, working experience, and 
conference knowledge in adding to or reducing the complexity of the conference 
decision. 
The findings identify that the complexity of conference decision-making is affected by 
both person-related and product-related factors. The person-related factors included the 
individual profiles/clusters, working experience and prior conference experience, while 
the product-related factor was behavioural loyalty. The findings suggest that if people 
have developed loyalty to a particular conference, worked at the current positions for a 
long period of time and accumulated extensive conference experience, the nature of their 
decision-making would be simple. The opposite is true for those who have not developed 
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loyalty to any conference, just started their career and lack of prior conference 
experience. In addition, the individual profiles can also indicate the complexity of their 
decision-making process, as people with different job position, age, and working 
experiences tend to approach conference decision-making differently. 
In addition, the current study found that the predictors of the complexity of conference 
decision-making are also interrelated. Satisfaction is related to attitudinal loyalty as 
anticipated. Combined together, attitudinal loyalty and the individual profiles/clusters are 
related to behavioural loyalty. Number of conferences attended in the past five years and 
breadth of prior conference experience are predictors of conference knowledge as 
anticipated. 
Lastly, the findings suggested that conference attendees do not consider the same list of 
conference factors, and there are some factors that all people consider prior to making 
decisions, particularly professional-related motivations. 
9.4 CONTRIBUTIONS OF THE STUDY AND IMPLICATIONS FOR FUTURE 
RESEARCH 
9.4.1 Theoretical contributions 
The study provides empirical support to the notion that there is more than one type of 
conference decision-making pattern. Also, the study challenges a commonly-held view of 
a generic grand model of consumer decision-making process and proves that consumers 
do not always behave rationally and many parts of the decision processes could be 
affected by several interrelated external and internal variables. 
The current study could also be considered as one of the very few empirical studies that 
examined several aspects of the conference decision-making process in a more 
comprehensive view rather than focusing merely on one or two elements. Past 
literature 
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on conference participation have mainly focused on identifying the factors that people 
may consider when making decisions regarding the conference they wish to attend, while 
a few have attempted to construct a model of conference decision-making process 
From a theoretical viewpoint, the study develops the model that accounts for the 
important factors such as previous experience, satisfaction with previous experience, and 
loyalty that can add to or reduce the complexity of the decision. Additionally, the role of 
the individual profiles in the conference decision-making process is supported, as the 
current study shows that groups of potential conference participants with different 
profiles have different levels of perceived difficulty and complexity of decision making. 
Consequently, they tend to have different requirements for information to be able to 
decide and they use different sources to obtain this information. By accounting for these 
variables, the model developed in this research provides a better insight about potential 
attendees' decision-making process and the underlying reasons for their behaviour. 
In addition, the research demonstrates that it is no longer sufficient to assume that the 
decision-making processes would involve the rating and evaluation of conference-related 
factors, as it seems that the commonly accepted conference-related factors may be better 
used to explain why people want to attend conferences, but not how the decision-making 
is carried out. The study shows that the inner states of the individuals are very influential 
in predicting the complexity of the conference decision-making, as the relative 
importance of many conference-related factors is not found to be significantly different 
among groups of people. 
Even though the past literature placed much emphasised on product knowledge as the 
determinant of consumer decision-making process, its role in service industries 
like 
conferences is yet to be empirically supported. The findings illustrate that the conference 
decision-making is indeed best explained by the working experience, but other variable 
such as product knowledge is not significantly related to the conference 
decision 
heuristics. 
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The research also suggests that working experience, job position and level of prior 
conference knowledge can be effectively used as the basis for market segmentation. It 
illustrates that more insights about the attendee's decision-making process can be gained 
if the segmentation technique is used in the first step to validate the existence of various 
groups of attendees, and followed by the thorough examinations of their decision-making 
process patterns. 
Another theoretical contribution is that the study confirmed that different groups of 
attendees exist and each of them displays distinctive styles of decision-making. In 
addition to Grant and Weaver (1996), the study is one of the first that clustered 
conference attendees into groups and studied their decision-making behaviours 
separately. The study also provides empirical evidence that it is no longer sufficient to 
assume that all people would consider the same list of factors prior to making the 
decisions. 
Although it is difficult to make comparisons with the literature on consideration set 
formation, as the study focuses on other aspects of conference decision-making 
behaviours. However, by examining other heuristics or behaviours it allows the 
researcher to fully address how other equally important behaviours such as information 
search, perceived confidence and difficulty in making the decision, and etc. were affected 
by the hypothesised variables. In addition, the findings illustrate that t he aspects of 
forming a consideration set does not occur in an isolated manner, and also is correlated 
with other behaviours such as information search. 
The study contributes to existing knowledge about the effects of product knowledge on 
the consumer decision processes. It is found that there is insignificant relationship 
between product (conference) knowledge and the complexity of conference 
decision- 
making process. The current study points out that some variables that were 
found 
important in other products may not be readily applied to the conference market setting. 
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The combination of qualitative and quantitative research methods in a single study 
provides a distinct contribution to the study. These contributions are consistent with the 
past research (Bryman, 2008; Creswell and Clark, 2006). Firstly, the results obtained at 
the qualitative phase assisted in designing a survey instrument used and generating 
hypotheses for the second phase of the study. In addition to providing the empirical 
support for the results of the first phase, the second phase of the study using the 
quantitative approach also provided a more comprehensive and complete view of the 
conference decision-making. 
From the methodological standpoint, the sampling design of the study is innovative. The 
study's sampling design is to target at people who have just made the final decision but 
not yet attend the conference (s). By doing this it allows the researcher to obtain more 
valid responses, since the respondents were still able to recall easily about what they did 
while making the decision, as their memories about their decision-making were still 
fresh. Also, it is also very likely that their responses had not yet been influenced by the 
actual experience since they have not actually attended the conference. Hence, 
comparative studies on the conference decision-making should be replicated using this 
sampling design. 
One of the strengths of this study is that it was conducted in a natural setting, as opposed 
to the experimental settings which are more popular in the consumer behaviour literature 
(Johnson and Russo, 1984). By doing this, it is believed to provide a better picture of 
conference decision-making as the chosen sampling design allowed the researcher to 
access to the respondents while they could recall more easily. Also, the problem of 
experimental studies is that it assumes that other variables not introduced in the 
experiments play no role in the studies. For example, in other experimental studies the 
subjects would be asked to make decisions based on just the information provided, 
but in 
fact it would be very difficult for the respondents to ignore the prior knowledge 
by simply 
asking them not to do so (Sirgy, 1981). 
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Lastly, the study provides empirical support for the use of on-line questionnaire as the 
data collection method because the response rate was quite high, given that the invitation 
emails were sent only once to the registrants of the participating conferences. This 
supports other authors such as Yoo and Chon (2008) that data collected via a Web survey 
using e-mail is as effective but faster and less expensive than a traditional mail survey. 
9.4.2 Practical and managerial implications 
From managerial perspective, conference planners should appreciate the presence of 
these different groups among their potential market. Marketing efforts need to be tailored 
to respond to the characteristics and needs of the market segments they are targeting. For 
example, as the novices tend to rely on the advice from the experts, testimonials from the 
past attendees should be included in the marketing materials aimed at the new attendees. 
Among these four clusters of attendees, those with moderate experience and working in 
middle levels are those that require the most information. Information about various 
aspects of information should be highlighted. For the very experienced and loyal, it is 
important to manage the relationship, keep them informed about the activities of the 
association, and encourage them to participate in activities and events. In addition, there 
are some factors that only people with more knowledge and experience pay special 
attention to such as timing of the conference and business-related opportunities. Hence, 
these two factors should be carefully planned and emphasised in the marketing materials 
addressed to people with high knowledge and experience. 
Conference planners should also be aware of the importance of the professional-related 
motivations and the inhibitors of costs. The findings suggesting the same effects of the 
conference-related factors, especially the professional-related motivations, for all types of 
the attendees are particularly relevant. It seems logical to assume that they are the 
basic 
or prerequisite expectations people want from attending conferences. Hence, 
for those 
organising the conferences every effort should be given to make sure that they are able 
to 
fulfill these prerequisite or basic expectations. These motivations include networking 
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opportunities, learning and educational-related opportunities, and composition of 
attendees, and relevant topical and quality of conferences. These should be highlighted in 
all marketing materials that every effort will be paid to ensure that their professional- 
related needs are well met. The conference organisers should also ensure that the 
inhibitor of cost is minimized as the study also confirmed that it is relatively important 
for all types of people, the conference fees should be charged at the reasonable rate. 
Also, the study pointed out that the importance of the destination and leisure-related 
motivations may have been over estimated in the past literature. Although the host 
destination does play some role in the conference decision-making, its importance is 
relatively much lower than the work-related motivations. Also, as many countries have 
now fully realised the potential economic benefits from hosting major conferences, they 
have thus invested substantially to improve the physical conditions of the cities, making 
the differences between the cities targeting the meeting and conference market less 
apparent. However, this does not mean that no effort should be paid to the destination 
selection process, but it rather suggests that other activities particularly planning the 
conference program should receive more priority. 
9.5 LIMITATIONS OF THE STUDY 
Several limitations are associated with the study. Firstly, the study raises concern over 
the effectiveness of consideration set theory in explaining conference decision-making, 
since the factors derived from the consideration set theory were able to explain only small 
to moderate amount of variance in the complexity of conference decision-making. Many 
factors may contribute to these, one of which is the nature of the conference products, 
compared to manufactured products. 
Secondly, despite the significant relationship found, the amount of variance explained 
by 
the behavioural loyalty is very low, indicating that there may be other variables that may 
better explain the complexity of conference decision-making. Additional regression 
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analyses also confirmed that prior conference experience is a better predictor of the 
decision-making than behavioural loyalty. One of the contributing factors to this result 
may be related to how the data about the behavioural loyalty was measured. In the study, 
behavioural loyalty was measured by asking the respondents to provide a number of 
previous attendances a person had with a particular conference. Back and Parks (2003) 
argued that this may not the most accurate way to measure the level of behavioural 
loyalty as people may respond inaccurately. They further added that database relating to 
the actual frequency of past attendance from service providers, such as conference 
organisers may be more reliable and accurate. However, it remains questionable whether 
there would be any kind of database in conference industry, future collaborations with the 
industry should help to increase the validity of the prospect studies. 
The third limitation concerns the inconsistencies between the findings of the preliminary 
study and the main study of this research. Particularly, the main study illustrates that the 
complexity of conference decision-making cannot be explained by conference 
knowledge, which is contradictory to the findings of the preliminary study. However, this 
is not surprising as the previous literature also reported mixed support for the role of 
product knowledge in consumer decision-making behaviours. The literature seems to 
suggest that the main cause for these discrepancies may be due to the ambiguity and 
inconsistency in the conceptualisation and measurement of the product knowledge (Sirgy, 
1981). When comparing the preliminary and main studies, one major difference in the 
measurement of product (conference) knowledge was found which is in the preliminary 
study the construct was conceptualised as the frequency of past attendance in a specific 
conference, but the main study used the global self reporting measure - subjects were 
asked to rate their knowledge about conferences with other people. In addition to the 
disparity in the measurement of the concept, Sirgy (1981) also argued that the product 
knowledge should be measured on a theoretical basis and viewed as the multidimensional 
concept; however both of the studies in this research treated the concept as uni- 
dimensional. 
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Additionally, even though the study can provide a general idea on which factors are 
specifically important for people with a particular set of profiles, it cannot pinpoint which 
among the conference factors is the deciding factor for choosing a conference as it was 
not the focus of the study to examine the attractiveness of a particular conference and 
make a comparison with other competing conferences. 
The fifth limitation is related to the use of cross-sectional data in the research. Although it 
is the most common research design, many authors supported the greater use of 
longitudinal and experimental designs to study consumer behaviours (Kollat, Engel and 
Blackwell, 1970). This is due to the concerns over drawbacks of this design in studying 
consumer behaviours. For example, Kollat et al (1970) argued that in the cross-sectional 
studies all of data was collected at one point of time, this may lead to biases and 
inaccurate data being collected due to inaccurate memory recall. In addition, isolating 
cause and effect relationship may not be achieved in the cross sectional studies. Also, it is 
undeniable that consumer behaviours are ongoing process (Kollat et al, 1970), and cross- 
sectional design may not be able to fully appreciate these as it provides only a snapshot of 
what respondents think at a particular point of time. 
The next limitation is associated wi th the use of multiple regressions. The multiple 
regression analysis may help to find out whether one predictor variable could help to 
predict an outcome variable, but it could not help to establish the causal relationship 
between the constructs in the model. The causality can only be obtained in the study 
which conducts in experimental settings (Hair et al, 2006). 
Another limitation concerns with the use of non-probability sampling as many authors 
questioned the generalisation of results obtained from studies using this 
kind of sampling 
(Clark et al, 2003; Sekaran, 2003). Nevertheless, it is common in 
business research to 
adopt this sampling design as it is not always possible to obtain the sampling 
frame 
(Saunders et al, 2007). Also, since attempts have been made to ensure 
that the 
respondents were from a variety of conferences, sampling size was 
large, and 
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assumptions of running statistical techniques used in this study such as normal 
distribution of data, multicollinearity, etc. were met, it is hoped that the validity and 
generalisability are therefore improved. 
The final limitation arises from the fact that only a small number of business conferences 
participated in the study and the majority of the respondents were academic conference 
attendees. Undeniably, the findings are largely influenced by the association conferences, 
and may not represent how business attendees make their conference selection decisions. 
9.6 AVENUE FOR FUTURE RESEARCH 
Future research can focus on the issues raised from the findings and the limitations of the 
current study. 
Firstly, the current study can be used as guidelines for others interested in the attendee's 
conference decision-making to conduct future studies in a more effective way. For 
example, future studies may look at one of these clusters, particularly those that display 
moderately complex decision-making in details. Different aspects of decision-making to 
be focused in the future studies may include the formation of consideration set, and uses 
of decision-rules in the evaluation of alternatives and selection of a final choice. 
Alternatively, the same methodology could be used in the future studies but they may 
emphasise on one particular aspect of the conference decision-making heuristics, such as 
the extent of external information search, level of perceived confidence, size of 
consideration set. A different method can be employed in order to obtain a richer view of 
how a particular group of attendee make their conference decision selection. For 
example, a group of people that fit the profile of a cluster can be invited to participate in a 
focus group interview. 
The findings suggest that the inner states of the individuals are predictors of the 
complexity of conference decision-making. Hence, future studies should 
be shifted 
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towards studying the effects of the inner states of the individuals such as working 
experience and conference-related experience on the conference decision-making 
heuristics, as they have not been well-recognised in the existing literature. 
Next, future studies could adopt an alternative theoretical framework in studying 
consumer decision-making in service settings. These may suggest new variables, which 
may be tested and added to the model developed in the current study. For example, future 
studies may incorporate a theory of planned behaviours, with the theories of problem- 
solving and information processing, as it has been used to study consumer decision- 
making in the conference setting (Zhang et al, 2007). 
As stated previously, one of the contributing factors to little predictive power of 
conference knowledge in explaining the complexity of conference decision-making may 
be related to the issue of how the construct was measured. Thus, future research may 
firstly focus on developing a better measurement of conference knowledge. Sirgy (1981) 
recommended that the product knowledge should be measured on a theoretical basis and 
viewed as the multidimensional concept. In addition, future studies can measure 
conference knowledge as consisting of two dimensions, objective and subjective 
knowledge. Objective knowledge is the amount, type, or organisation of what an 
individual actually has stored in memory, while subjective knowledge is an individual 
perception of how much a person know (Brucks, 1985; Johnson and Russo, 1984; 
Capraro et al, 2003). 
Future studies can extend the scope of interest which is not investigated in the current 
study. For example, future studies can concentrate on identifying factors which are 
important to conference attendees and how well the conference could actually 
deliver on 
those factors. Other techniques are available, such as importance-performance analysis. 
Importance-Performance Analysis (IPA) was firstly introduced by Martilla and James 
(1977) and has been used extensively in various contexts to assess "the expectations 
related to certain important factors and judgments of factor performance" 
(Martilla and 
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James, 1977, p. 77). This technique will enable the organisers to know the attractiveness 
of their conference from the participants' point of views. It also helps the organisers to 
know which aspects of the conference they should allocate more resources and attentions 
to, and also pinpoint the areas that may be consuming too many resources. 
Different methods can be employed to overcome problems of using cross-sectional 
design. Future studies may attempt to involve a series of measurements taken at several 
points of times. For example, a study may look at both pre and post-purchase to see how 
consumer's decision-making are occurred and changed over the time. 
Future studies may improve the generalisability of the findings by using probability 
sampling. In doing so, an effort should be paid to obtain a sampling frame of conference 
attendees, because probability sampling design can be used only when a sampling frame 
of population is available (Saunders et al, 2007). 
Finally, future studies should attempt to obtain a balanced number of respondents from 
both academic and business conferences. Alternatively, a future study can focus mainly 
on the examination of decision-making of attendees in business conferences as it has not 
been sufficiently investigated in previous literature (Lee and Back, 2005). 
9.7 CONCLUSION 
Despite these limitations, this research provides a comprehensive insight into the 
conference decision-making process. Rather than focusing on identifying attributes or 
factors as often found in the majority of the past studies in attendee's decision-making, 
this research looks at the conference decision-making process from a 
different 
perspective. It examines the overall process and discovers that each individual 
has their 
own ways of making the conference decisions. Also, the research demonstrates that 
their 
decisions are interrelated and affected by both internal factors and the environment. 
Based on the findings, the model that account for these factors is proposed which could 
231 
Chapter 9 Conclusion 
be considered as the first step in understanding the complexity of attendees' conference 
decision-making. For practitioners, the research highlights the heterogeneity of 
conference attendees which may often be overlooked. However, research should not be 
viewed as a static process and it is imperative that future studies should be carried to 
update the knowledge about potential attendees. There are several ways that future 
research can build upon the model; research may test its empirical validity, or new 
variables may be added to the model. 
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Appendices 
Appendix 1: Sample of coded incidents 
Incident 1 
Interviewer: Let's talk about the conference that you are planning to go (Question 
about the incident no. 3). 
Respondent: I am planning to go to NRA in Chicago again which is in May. The main 
reason I am looking to go there is I am looking to make business changes to the way we 
operate our business here. And I am looking to make new concepts in terms of food 
service style and food service delivery to maximise sales and reduce my cost base and to 
reduce subsidies in the building. So, I am going to Chicago to look at what concepts are 
available, look at what people are doing to sort of see where it is working, look to see 
where things do not work, try to build a new business module how we deliver our sales 
here [Opportunity to learn new business knowledge/changes]. 
Interviewer: How does that conference help you to achieve all of these? 
Respondent: Quite often the States are years or 18 months or 2 years ahead of us in 
terms of food development and service technique. The idea is that we can go to the 
States, pick it up from there and move forward quicker than we would be if we go to 
Hotelympia. And that's what things are really [Opportunity to learn new business 
knowledge/changes]. 
Interviewer: How long is this conference? 
Respondent: 3 days, it is like convention, exhibition and seminar. 
Interviewer: Could you please tell me more about this convention? For example, who 
organises it? 
Respondent: It is National Restaurant Association of America. There will be tradeshow, 
product launches and everything else. You normally find somebody that bring in new 
products or develop new products ready for the show. So, if you are there, you can get it 
early [Opportunity to showcase/see products and services/increase awareness]. 
Interviewer: What are other reasons to go to the convention in Chicago? 
Respondent: Yes, to go to Chicago (laugh). It is quite nice to have some time away 
from the office and to go to se somewhere else. You can go and have a look in the 
States 
to see the high street trend and to see what is going on there as well as the show 
[Escaping from daily routine and environment, Opportunity to visit beautiful and 
interesting places]. 
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Interviewer: How do you plan to make arrangement to go there? 
Respondent: 
I pre-register it for a ticket. It is not included the accommodation, so you 
have to book accommodation and we are fortunate here that we have our travel team, so I 
just tell our travel team where I want to go, when I want to get there, where I want to 
stay, and they will arrange all that for me. 
Interviewer: How do you know about this convention? 
Respondent: It has been going for a number of years, so it is always in the trade press 
and some colleagues of mine went last year. So, it is through the word of mouth really 
[Reputation of conference/host/organizer: Through Word of Mouth]. 
Interviewer: And what else influence your decision to attend this convention? 
Respondent: Just what they told me about what happened last year, what they learned 
from it and everything else, so just want to have a look by myself [Reputation of 
conference/host/organizer: Through Word of Mouth]. 
Interviewer: What do you intend to do while you are there? 
Respondent: Want to look at new products, new service style, just want to see what 
other people are doing basically. And also to see our branch in the States because we are 
multi-national company and go to see Chicago. So, do some knowledge share and 
product share. See what else is going on [Opportunity to learn new business 
knowledge/changes]. 
Interviewer: How long are you planning to stay in Chicago? 
Respondent: About 4 days, a day to arrive, two days at the show, probably a day to look 
around and fly home. 
Interviewer: What are your expectations about this conference? 
Respondent: Probably too much (laugh). I don't know. I just want to find new product, 
to develop business and move the business forward here. Find some new products 
that are 
not going to available for people for a while [Opportunity to 
learn new business 
knowledge/changes]. 
Interviewer: It seems to me that you are attracted to this conference 
due to the 
professional reason? 
Respondent: Yes. 
Interviewer: Are there any non-professional reasons? 
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Respondent: BIFM is the biggest one personally for me and there would not be much 
personal development going on in Chicago, that basically business driven and influences 
for business. In terms of personal, there will be a bit of travel, see somewhere new, 
perhaps nice meals out somewhere [Status of conference, Opportunity to visit 
beautiful and interesting places]. 
Interviewer: Would you like to add anything about convention experience? 
Respondent: I think personally at the end of the day as long as the conference is 
planned out, the agenda is fairly clear, you know who the target audience is, what they 
hope to achieve out of the conference, it is easy to go, where you want to stay, people do 
not want to stay somewhere dingy [Quality of aspects of conference programs]. So, the 
venue is quite important. Time for networking is very important. That is important but 
not as important as the topic that you are going to discuss because we are in terms of 
email and communication are not as good as talking face-to-face, so you can go there and 
do that. Sometimes, it is quite nice to go away for a couple of days and change the 
surrounding and everything else. Perhaps it is not the right thing to say but it is quite 
often true. So, sometimes it is an option to travel really [Escaping from daily routine 
and environment]. 
Interviewer: (Asking for personal information, thank you and farewell). 
Incident 2 
Interviewer: (Greeting and Introduction to the study and CIT) Could you think of one 
conference or convention that you attended to last year or recently? Please tell me as 
much as you can remember the process you went through your mind when you made 
your decision and how you made your decision. 
Respondent: I actually just come back from a conference which is International Society 
of Franchising which took place in Palm Spring a couple of weeks ago. I guess my reason 
for going there is that it is one of the key conferences in terms of my research area and 
that it actually attracts leading academic from around the world in that particular research 
area [Composition of attendees]. So, it is a prestigious conference from that perspective 
and also it is a great value in terms of (pause). I guess responses you get to your paper 
in 
terms of feedback and also networking opportunities. So, I guess they are the key reasons 
[Topic/Theme of conference, Status of conference]. 
Interviewer: Could you please tell me the title of this conference again? 
Respondent: The International Society of Franchising. 
Interviewer: And it is Palm Spring, America. 
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Respondent: Yes. 
Interviewer: How did you know about this conference in the first place? 
Respondent: It is a conference that I attended in the past, it is the annual conference and 
they send you information by email about the next year conference. 
Interviewer: So, you went there for many reasons, right? 
Respondent: Yes. 
Interviewer: What did you do there when you were at the conference? 
Respondent: Essentially, the conference was quite small, I guess compared to many 
conferences. So, it is kind of we all just based in one room for 2 days essentially. And I 
actually gave the first paper to the conference and I guess that how it started. They also 
had a formal discussion role where somebody led the discussion of papers that's just been 
presented and I also did that on the first day. I guess the rest of the time we just listened 
to presentations and also talked to people and had coffee and lunch [Interest, 
Dissemination]. 
Interviewer: I am sorry to jump over a little bit, before you decided to attend it, what 
were things that you considered? 
Respondent: In terms of what? 
Interviewer: In terms of other conferences, your situations or your work. 
Respondent: I guess there were issues in terms of finding the time. I approached this 
conference particularly because I was acting the discussion role, it meant that I had 3 very 
long papers to read and prepare some feedbacks on for the conference. I guess there were 
issues of finding time for that. In terms of other conferences I considered, I have to say 
this was really my primary target this year to attend for this conference. 
Interviewer: So, it was your primary target to attend. 
Respondent: Yes. 
Interviewer: I hope I am not being repetitive, but could you please tell me why 
it was 
your primary target for you? 
Respondent: Because essentially it fits exactly in terms of my area of research and 
it is 
a fully referred conference, you get very good feedback and equally the other attendees 
are the primary researchers in this area, so it is really good 
from the networking 
perspective [Topic/Theme of conference, Compositions of Attendees, 
Opportunity to 
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meet people/key person with similar interest, Opportunity to disseminate/present 
works and discuss about academic work]. 
Interviewer: So, it is good networking, good feedback to your paper. You said that it 
was not a big conference, how many people attended it? 
Respondent: About 40. 
Interviewer: So, it is quite a small group. How many times have you been to this 
conference before? 
Respondent: 5,1 think. 
Interviewer: Before you went there, what was your expectation about attending this 
conference? 
Respondent: My expectation, it would be a long day (laugh). The American liked to 
start very early, so they started at 7.30 in the morning. But it would be informative, not 
just in terms of hearing other people's research and also in terms of helping me develop 
my paper for publication [Opportunity to learn new academic knowledge, Career 
Opportunity]. 
Interviewer: Was there anything else that you wanted to get out from this conference? 
Respondent: I guess it is also an opportunity to talk to other researchers and develop 
things there [Opportunity to meet people/key person with similar interest]. 
Interviewer: Was there else anything about this conference that really interested you 
because you have been there 5 times already? 
Respondent: (laugh) I guess again having access to that networking with the top 
researchers in my particular area and know each year the standard of paper is very high 
because it is a referred conference. And the level of feedback you get for your paper was 
also very good quality [Opportunity to disseminate/present works and discuss about 
academic work, Opportunity to meet leaders in the field, Status of conference]. 
Interviewer: Before you went there, what arrangement did you have to make? 
Respondent: Yes, arranged flights and hotel. 
Interviewer: How did you make those kinds of arrangement? 
Respondent: I did that myself. The conference organiser had suggested some 
hotels but 
they were already fully booked partly because it was small. So, I did a bit of research on 
the Internet alternative hotel and made that booking. In terms of the flights, our 
finance 
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used the University's travel agent, but I researched quite thoroughly the flights and what 
sort of the price I should be looking at before and then I contacted the travel agent. 
Interviewer: What about the registration fee and how did you book for the conference? 
Respondent: Yes, they provided the booking form and then just talked to the finance 
people for them to fill in the university's credit card details and faxed to the conference 
organiser. 
Interviewer: Did the University pay for you to attend this conference? 
Respondent: Yes, they did. 
Interviewer: What is their policy like towards attending conferences or conventions? 
Respondent: Essentially, we are allowed one foreign conference per year and that 
slightly different how it had been in the past which will come in minutes when we talked 
about the one that I haven't gone to (laugh). Yes, they actually pay for one foreign 
conference per year as long as you can demonstrate that it benefits to your research and 
your publications [Company's Policy]. 
Interviewer: Did you travel there alone? 
Respondent: No, my partner came out with me. 
Interviewer: Did your partner have any influence in terms of decision-making? 
Respondent: No, he decided to come along very late, so I already booked everything 
and arranged everything long before he decided to come. 
Interviewer: How long did you stay there? 
Respondent: I stayed for 6 nights. 
Interviewer: You stayed for 6 nights and the conference was 2 days. May I ask what 
else you did during those days? 
Respondent: Essentially, I arrived a few days early because it is the time difference, so 
to get a bit used to those time differences before the conference started. So, essentially 
during those times I did, it was nice weather, so I did spend some time on a pool and also 
spend reading papers and mostly still working. 
Interviewer: When you came back, what was your thought or feeling about attending 
this conference? 
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Respondent: I enjoyed the conference. It certainly was value for me in terms of positive 
feedbacks on the paper that was nice. I also made contact with an editor for journal, so it 
was good for me in terms of career and professional development [Opportunity to 
disseminate/present works and discuss about academic work, Career opportunity] 
Interviewer: Career development, so this conference helped you that way as well. Was 
there anything else that you can remember about this conference that you might like to 
share with me? 
Respondent: I do not think so, as I said it was a small conference and because of that it 
tends to be very good because it is very focused. Some of the bigger conferences there are 
a lot of things that do not particularly interest you but because this conference is so 
focused, so everything is of your interest [Topic/Theme of conference]. 
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Appendix 2: Final questionnaire 
Dear Participant, 
I am a PhD student at School of Management, University of Surrey conducting a study of 
Conference Participation Decision-making. The study will help meeting organisers and 
destination management agencies in gaining a better understanding of the decision- 
making of conference attendees, and assist them in planning their marketing efforts and 
relevant policies to meet the demands of this market. 
The questionnaire consists of 25 questions and takes about 15 minutes to complete. 
Please be assured that all information will be treated as highly confidential and used for 
academic purposes only. 
Thank you very much for your time and cooperation. 
Sincerely, 
Tatiyaporn Jarumaneerat 
PhD researcher 
Hospitality and Food Management 
School of Management 
University of Surrey 
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Questionnaire 
Part 1 
Please answer the following questions by choosing only one choice. 
1. How many years have you been attending conferences? 
2. Approximately, how many conferences in total did you attend in the last five years? 
I am aware that you may be planning to attend 8th International Family Nursing 
Conference "Healing Families, Healing Communities: New Innovations in Practice, 
Education, and Research" during June 4-7,2007. I would like you to think of this 
conference and answer the following questions. 
3. What was your main source (s) of information on this conference? (You may select 
more than one choice) 
Q Conference marketing e. g. conference web site, brochures, direct mail, 
announcement, etc. 
Q Word-of-Mouth 
Q Previous experience attending this conference 
Q Others (Please specify) 
4. During this conference that you are planning to attend, whom are you planning to 
travel with? (You may select more than one choice) 
Q On your own 
Q With colleagues 
Q With your partner 
Q With your partner and children 
Q Others (Please specify) 
5. Are you required by your organisation to attend this particular conference? 
Q Yes Q No 
6. Please indicate who would pay for the following 
conference that you may be going to. 
Conference fee Q Yourself Q Your Organisation 
Accommodation Q Yourself Q Your Organisation 
Subsistence Q Yourself Q Your Organisation 
Travel expenses Q Yourself Q Your Organisation 
Other expenses Q Yourself Q Your Organisation 
expenses associated with the 
Q Both (Self & Organisation) 
Q Both (Self & Organisation) 
Q Both (Self & Organisation) 
Q Both (Self & Organisation) 
Q Both (Self & Organisation) 
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7. I would like you to think about 8th International Family Nursing Conference. 
Please rate your level of agreement or disagreement with the following statements. 
v` rJ 
Aý 
"0''! 
(Yq 
Vom/ 
.................... ............. .......... .............. I usually attend conferences that 
are organised by the same host 1234567 
organisations. 
I usually attend conferences that 1234567 
are similar to this conference. 
8. Have you attended this conference before? If answer YES, please indicate number of 
times that you have attended this conference in the last five years. 
Q Yes times 
Q No (If no, Go to PART 4) 
No Of No, when clicking Next Page button it will take you automatically to PART 4) 
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Part 2 
9. This question asks about your level of satisfaction with your last experience with this 
particular conference. 
Please choose the number that best describes your feelings. Choosing (1) means you are 
extremely dissatisfied and choosing (7) means you are extremely satisfied. 
Conference attributes 
Consistency of conference content 
with its topic/theme 
....................................................................................................................................................................... Keynote speakers 
Social programs (e. g. opening and 
closing ceremony, social events, 
spouse programs) 
iCD ow M. 
.... _......... .......... _.:............... ................... . _....... _........... 
1234567 N/A 
1234567 N/A 
1234567 N/A 
Organisation of plenary and 
concurrent sessions (e. g. timing, 
topics, frequency, and pace of 
sessions) 
Variety of exhibitions 
Registration process (before and at 
the conference) 
Conference materials (e. g. 
conference proceeding, conference 
satchel, brochures, and etc. ) 
Information provided at the 
conference (e. g. details of coffee 
break, notice of change, location of 
conference rooms) 
_...... W Learning and educational-related 
opportunities (e. g. presenting works, 
learning new academic knowledge, 
etc. ) 
..................................................................................................................................................................................... 
1 
1 
............ 
1 
2 3 4 5 6 7 
2 3 4 5 6 7 
2 3 4 5 6 7 
N/A 
N/A 
N/A 
N/A 
N/A 
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Conference attributes 
ä 
...... ... _... _. _.... Networking opportunities (e. g. 
increasing self-profile, meeting key 
people and leaders in the field, 
seeking future collaboration, meeting 
3 ; 
3ý 
fD 
 r 
U 
S3 
Y3 
C.. ý 
234567 N/A 1 
3 inenas ana colleagues, etc. ) 
...... . wý Business-related opportunities (e. g. 
showcasing new products, meeting 
clients, learning new business 
1234 
lrnmxwl Prl aP atr l 
567 N/A 
1ý11V 1VkGV, VFV. / 
Leisure-related opportunities (e. g. 
visiting beautiful and interesting 1234567 N/A 
places) 
Overall, how satisfied were you with VWý 
this conference? 
1234567 
10. What were other attributes of this particular conference that you were satisfied with? 
11. What were other attributes of this particular conference that you were satisfied with? 
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Part 3 
12. I would like you to think about the SAME CONFERENCE that you may be planning 
to attend. Please rate your level of agreement or disagreement with the following 
statements. 
....................... .............. _....................... _ ..................... _............................ I will always plan to attend this 
I feel committed to attending this 12345 
16 
7 
conference again- 
this conference. 
......................... . 
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Part 4 
13. I would like you to think about the SAME CONFERENCE that you may be 
planning to attend. Please rate how knowledgeable you are with the following aspects 
of this conference. Choosing (1) means you are not at all knowledgeable and 
choosing (7) means you are extremely knowledgeable. 
ý Z 
Ö Cý7 
ä ýý cý 
Location and venue of the conference 
-- -------- --------- - 
Composition of attendees 
Host organisation (s) 
Conference fee 
Keystone deadlines (paper submission, 
early registration, etc. ) 
Other details such as dress code, names of 1234567 
exhibits 
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14. This question asks about your GENERAL KNOWLEDGE about conferences. Note 
that the general knowledge about conferences could refer to the knowledge about the 
availability of conferences, the relevance of conferences to your work or interest, the 
process of obtaining funding and arranging transportation and accommodation, and 
etc. 
Please select the number that best describes your knowledge. Choosing (1) means 
you are not at all knowledgeable and choosing (7) means you are extremely 
knowledgeable. 
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Part 5 
15. This question asks about how you usually make your decisions about conferences in 
general. Please rate your level of agreement or disagreement with the following 
statements. 
-. V. CO 
Cý Výý. r 
E CD Vy 
I find it relatively easy to decide which 1 2 34 
^' 
5 6 7 
conference (s) to go to. 
I consult others before deciding which 1 2 34 5 6 7 
conference (s) to attend. 
......... ................... ................... I search information about conferences . .......... . 
from many sources before choosing a 1 2 34 5 6 7 
final choice. 
I always have a particular conference (s) 1 2 34 5 6 7 
that I plan to attend every year. 
. .. .. .. . . ................................. ........................................ ......................... .. ......... ... ............ _ ... ..... . .. It takes me a long time to make a final . 
decision about which conference to go 1 2 34 5 6 7 
to. 
My organisation makes it easy for me to 1 2 34 5 6 7 
decide which conference to go to. 
There are financial limitations imposed 1 2 34 5 6 7 
on conferences that I can go to or not. 
ý... ........ ...... ....... _. __........... ... ............... ... __....... _.......... ............ There are temporal limitations imposed 1 2 34 5 6 7 
on conferences that I can go to or not. 
16. Are you expected by your organisation to attend conference (s) every year? 
Q Yes Q No 
17. Who usually pays for conference attendance? 
Q Yourself Q Your Organisation Q Both (Organisation and 
Self) 
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18. In general, how importance are the following attributes of conferences in influencing 
your decisions to attend a particular conference (s)? Choosing 1 means you find the 
attribute is extremely unimportant and choosing 7 means you find the attribute is 
extremely important. 
pe 
CD 
I W1 ý 
Topic/title of the conference 1234567 
Status of conference in context of 1234567 
academic/practitioner community 
Quality of aspects of conference 
programs (e. g. keynote speakers, venue, 
accommodation, social programs, 1234=5£67 
conference sessions, registration, 
conference materials) 
....... 4567 Composition of attendees 123 
Learning and educational-related 
opportunities (e. g. presenting works, 1234567 
learning new academic knowledge, etc) 
Networking opportunities (e. g. 
increasing self-profile, meeting key 
people and leaders in the field, seeking 1234567 
future collaboration, meeting friends and 
colleagues, etc. ) 
Business-related opportunities (e. g. 
I 
showcasing new products, meeting 
clients, learning new business 
1234567 
knowledge, etc. ) 
Leisure-related opportunities (e. g. 1234567 
visiting beautiful and interesting places) 
Time of conferences 1234567 
.... ...... ..... ........ .... _ _..... _ 347 F56 Budget F2 
234567 Company's policy 1 
Costs (e. g. conference fee, cost of 1234r567 
accommodation and other expenses) 
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19. What are other attributes of conferences that influence your decisions to attend 
conferences? 
Part 6 
20. Gender Q Female o Male 
21. Age group Q Up to 25 
Q 26-3 5 
Q 36- 45 
Q 46-55 
Q 56-65 
Q 66 and above 
22. Occupation 
o Academic 
o Business 
Q Others (please specify) 
23. Current job position 
24. Number of years worked in the current sector 
25. Other comments (if any) 
*** END OF QUESTIONNAIRE **** 
I sincerely appreciate your time and cooperation. Before returning the questionnaire, 
kindly check to make sure that you have not skipped any questions by mistake. 
Thank you very much. 
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Appendix 3: Pre-testing results of questionnaire 
In total, there are 14 people participating in the pre-testing of questionnaire, 5 were female and 9 were male. In terms of current job position, 2 were Professors and the rest 
were Senior lecturers, Lecturers and PhD students (4 for each group). On average, it took 
about 15 minutes to complete the questionnaire. 
The comments given by the respondents can be grouped into 3 common themes which 
include wording, structure and sequencing, contents, and others. 
1. WORDING 
In terms of the wording, there were 3 common problems commented by the respondents 
which include: 
" Use of unclear wordings 
Full details of the comments are shown in the following table. 
Comments Suggestions 
Not all people could understand the title of the Change the title into something simpler such 
questionnaire (Conference Heuristics Survey). as Conference Choice Survey. 
What does "conference" mean? Does it also More explanation should be given in the 
refer to seminar and workshop? welcoming page. 
Revise the instruction of Question 9. If yes, how many times have you attended this 
particular conference in the last five years? 
In Part 2, some questions should be revised 
including: 
Choose between the word "Exhibition" or 
"exhibit" to make it less confused 
Give examples for Conference materials and 
Registration Process attributes 
The term "host organisation" could be 
understood differently. Some might assume 
that host organisaton is the same with 
organising committee of that conference in a 
particular year. 
Revise the instruction of Part 3. Delete the word "the same" and 
leave just the 
conference that you may be planning to attend. 
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Comments Suggestions 
Question 13b asks the respondents to rate their Separate the question into 2 questions or keep knowledge in comparison to two different one of the groups. 
groups with different levels of knowledge 
about conferences. 
Question 13b: Rate your knowledge of 
conferences, as compared to your friends and 
colleagues. 
Who are the experts in Question 13c? There should be explanations about who the 
experts are. 
Question 13c: Rate your knowledge of 
conferences, as compared to experts. 
The word "conference" in Question 14a should Make a correction. 
be in plural form because some people attend 
more than one conference in a year. 
Question 14a: I find it relatively easy to decide 
which conference to go to. 
Revise Question 14c as it may have some bias 
because the word "many sources of 
information" may be interpreted differently 
from one person to another. 
For Question 14g, there are more than one There should be separate questions for 
types of limitations that are imposed on people different types of limitations such as finance, 
and some limitations are greater than others time, topic of conference, etc. 
e. g. money. 
Question 14g: There are limitations imposed 
on conferences that I can go to or not. 
In Part 3, some questions ask the same things, 
for example 
Question 11 e. I am likely to say positive things 
about this conference 
Question IIf I am likely to recommend this 
conference to my colleagues. 
Question 2 and 3 ask for the same information. Keep one of the questions. 
Question 2: On average, how many 
conferences did you attend per year over the 
last five years? 
Question 3: Approximately, how many 
conferences in total did you attend in the last 
five years? 
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Grammatical and typing errors 
Comments Su estions 
Grammatical mistakes found in some Double check and make necessary 
questions: corrections. 
Question 8: Did you attend this 
conference before? 
Question 9: In total, how many times 
have you been attending this conference 
in the last five years? 
The inconsistent use of both words "I" Be more consistent about the wording. 
and "We" in the questionnaire may 
confuse the respondents. 
For Question 11 h, replace the word 
"other people" with "colleagues". 
The answer options "Business people" The word "people" should be deleted. 
and academic are written in an 
inconsistent way. 
For Question 15, should official web site Add in the choice option. 
of the conference be part of conference 
marketing? 
Question 15: What was your main source 
(s) of information on this conference? 
(You may select more than one choice) 
Revise Question 18. Revise it as follows: 
"Are you required by your organisation to 
attend the particular conference that you 
specified earlier in the survey? " 
For Question 19 and 20, the answer Revise as suggested. 
option "your company" should be "your 
organisation" because not every 
workplace that the respondents work is 
company such as education institutions. 
In Part 5, there are some typing errors in Edit some typing errors such as age range 
age question. 
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" Use of the wordings that connote bias 
Comments Suggestions 
The word "always" in the following 
question might show some bias and seem 
unnecessary because choosing "7" 
already indicates the highest level of 
extremity that people feel about the 
questions. 
"I always have a particular conference 
(s) that I plan to attend every year. 
"I always attend conferences that are 
organised by the same host 
organisations. 
"I always attend conferences that are 
similar to this conference. 
"I will always plan to attend this 
conference every time it is held as it 
is directly related to my work/interest. 
2. STRUCTURE AND FORMATTING 
Replace the word "always" with 
alternative words such as "frequently", 
"usually" or "often". 
With regard to the structure and formatting, there are 4 issues that need further attentions. 
These are lack of information, unnecessary or redundant questions, formatting, and 
sequencing. 
9 Lack of information 
Comments Suggestions 
Lack of information in the welcoming Provide more information on the 
page, i. e. purposes and benefits of the welcoming page, for example, purposes 
study and length of time in completing and benefits of the study, length of time 
the questionnaire. in completing the survey, and number of 
questions in the survey. 
Delete some sentences in the welcoming 
page (See the Comment Sheet dated 
March 05) 
There is no explanation for red* at the There should be an explanation for the 
end of some questions. marked*. 
Remove all the required entry because the 
pop-up messages might annoy the 
respondents and subsequently cause the 
low response rate. 
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Not sure what kind of information should Clearer explanations should be provided. be given for Question 2. Should it be in a 
range form or an absolute number? 
Emphasise that the respondents should 
think of ONE conference that they may 
be planning to attend. 
Instruction of Part 2 is not clear. In Part 2, delete the following phrase: 
If you have not attended this conference before, go to 
Part 4. 
Please choose the number that best describes your 
feelings. 
Respondents are unsure what to do when Improve the Thanking page by informing 
they complete the survey. the respondents that they have completed 
the survey and they can close the survey. 
" Unnecessary or redundant questions 
Comments Su2eestions 
It seems unnecessary to ask about the Consider deleting the question. 
date of the conference and it may make 
the questionnaire less interesting. 
9 Formatting 
Comments Suggestions I 
Change the formatting of scaling for all Revise it as follows: 
of the Likert questions. 
Extremely Extremely 
Disagree Agree 
1234567 
The scaling for Question 7 should be 
changed. The recommended scaling is 
yes, no, and sometimes. 
Question 7 Please think of the same 
conference that you may be planning to 
attend and rate your level of agreement 
or disagreement with the following 
statements. 
Ouestion 8 should revise the "No" answer 
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option as the following: 
" No (If no, please click Next page) 
Some questions in Part 2 are not relevant There should be "I don't know" or Non for every respondent. Applicable" answer option in Part 2. 
All of the questions in Part 3 are asked in Some of them can be asked in the 
the positive directions. reversed direction to make sure that 
people think more when answering the 
questions. 
For Question 13b, it is difficult to assess 
the conference knowledge of friends and 
colleagues. 
It seems unnecessary to ask the Question 
13c because it is already asked in the 
Question 13a. If the respondents choose 
"7" in Question 13a, it means that they 
are the expert in conferences. 
Question 13a: Rate your knowledge 
about conferences in general. 
Question 13c: Rate your knowledge of 
conferences, as compared to experts. 
Make Question 16 the checklist question 
that allows the respondents to answer 
more than one answer. 
Question 16. " During this conference that 
you are planning to attend, whom are you 
planning to travel with? 
Add "Other, please specify" answer for 
Question 19. 
For Question 20, there are only two- There should be three-answer options for 
answer options and it is inconsistent with Question 20 which include 
the Question 19, although they ask for the " Yourself 
same information. " Your Company 
" Both (Company and Self) 
There is no previous page button. 
I- 
Add the previous page button. 
I 
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" Sequencing 
Comments 
For Question 15-20, there are the 
combinations of general and conference- 
specific question. It is confusing as the 
respondents have to think back and forth 
about conferences in general and specific 
conferences in the same part of the 
questionnaire. 
Suggestions 
Improve the sequencing of the 
questionnaire. 
3. CONTENTS 
In terms of the contents, the respondents pointed two aspects that should be addressed. 
Firstly, many of them found it difficult to answer Part 4: Conference familiarity 
(knowledge). Full details are shown in the following table. In addition, they also 
suggested that more questions should be asked about the conference decision-making, i. e. 
the impact of different conference attributes such as destination, networking 
opportunities. Inclusion of open-questions is also recommended in order to obtain more 
information about how people make their conference decisions. 
" Problems of Part 4 
Comments Suggestions 
In Part 4, the concept of "knowledge" " Re-consider how to measure the consumer 
should be re-defined. Is the objective knowledge because the measure used in 
knowledge or subjective knowledge that the questionnaire may be unable to 
is to be measured? Do we want to differentiate between those who are 
measure the existing information that are knowledgeable and unknowledgeable 
available or the constructive and " Must revise the measure to enable us to 
processed information? differentiate between those who are 
ienorant and those who are not. 
Part 4 is difficult to answer because it is " An explanation should be provided about 
too general question. What aspects of the aspects of conference knowledge that 
knowledge do we refer to? Is it about the the question is intended to ask. An 
experience? Does it refer to the example of the description is as follows: 
knowledge about organising conferences? . The general conference knowledge could 
refer to knowledge about the availability 
of conferences, the relevance of 
conferences to your work or interest, the 
process of obtaining funding and 
arranging transportation and 
accommodation. 
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" Inclusion of more questions 
I Comments Suggestions 
There is no'question about the influence 
of reputation, name of conference, 
location on the conference decision- 
making, date, topic, other practical issues 
(family commitment) although this factor 
seems to be one of the important factors. 
There are a few questions asking about 
the complexity of decision-making. 
There should be questions about how the 
decision has been made in regards to the 
conference under investigation. 
Examples: Is this conference a typical 
conference that you usually go to? 
What is the main reason (s) of attending 
this conference? 
Is the reason of attending this conference 
similar to other conferences that you 
usually attend? 
Add questions about the reasons or how 
different factors affect people decision- 
making about choosing conferences. 
Make these questions more general because 
these factors are likely to be applicable every 
time a person usually makes their conference 
decisions. 
Add these questions in Part 5 to help us gain 
better insights about the decision-making. 
The additional question could be as follows: 
"How importance the following attributes of 
conferences usually influence you in making 
your decision to attend a particular 
conference (s)? (The scale can range from 1 
being extremely unimportant to 7 being 
extremely important). " 
Add more questions about the decision- 
making. 
Consider add more questions about the 
particular conference that the respondents 
think of planning to attend. 
Examples: 
The question asks about how you make 
your decision about this conference that 
you may be planning to attend. Please rate 
your level of agreement or disagreement 
with the following statements. 
" This conference is a typical conference 
that I usually attend. 
" The reasons for attending this conference 
are similar to the reasons of attending 
other conferences that I usually attend. 
" It takes me long time before deciding to 
attend this conference. 
"I consult others before deciding to attend 
this conference. 
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Comments Suggestions 
Add one open-question in Part 2 to Add a question, for example 
double check whether there is any other " What were other attributes of this 
attributes that people were satisfied and conference that you were dissatisfied. satisfied/dissatisfied with? 
There is no open question. Add open questions, e. g. 
" What are the key factors that influence 
The open questions will help to test you to attend this conference? 
whether the answers to the open " Overall, what are the key factors that 
questions are consistent with the answers drive you to attend conferences? 
from the closed-end questions. 
Ask the respondents to give responses in 
terms of how much they are allowed to 
spend per expense item. 
Consider providing price or incentive to 
increase response rate 
Add open question at the end of the 
survey to ask for other comments that a 
respondent may have. Examples are: 
"Name top three factors that influence 
your decision to attend conferences. " 
"Any comments" 
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Appendix 4: Summary of measurement questions 
Variables Types of variables Questions 
This question asks about your level 
of satisfaction with your last 
experience with this conference. 
Please circle the number that best 
Satisfaction Independent describes your feelings. Circling (1) 
means you are extremely dissatisfied 
and circling (7) means you are 
extremely satisfied. 
Years of Prior conference How many years have you been 
Independent 
experience attending conferences? 
Prior of conference 
Approximately, how many 
experience: Number of 
Independent conferences in total did you attend 
conferences attended in in the last five years? 
the past 
I always attend conferences that are 
Breadth of Prior organised by the same host 
Independent 
conference experience organisations 
Individual characteristics Independent All questions in Part 6 
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Appendix 4: Summary of measurement questions (Continued) 
Variables Types of variables Questions 
Part 3 
"I will always plan to attend this 
conference every time it is held 
as it is directly related to my 
work/interest. 
"I am unlikely to prefer this 
conference to other conferences 
in the future 
"I feel committed to attend this 
conference again. 
Attitudinal loyalty Dependent/Independent 
" Ido not consider this conference 
to be one of my first conference 
choices in the future. 
"I am likely to say positive things 
about this conference. 
"I am likely to recommend this 
conference to my colleagues. 
"I am likely to attend this 
conference again in the future. 
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Appendix 4: Summary of measurement questions (Continued) 
Variables 
Part 4 
Questions 
" We want you to think about the 
same conference that you may be 
planning to attend and please rate 
how knowledgeable you are with 
the following aspects of this 
conference. Circling (1) means you 
are not at all knowledgeable and 
Types of variables 
Conference knowledge Dependent/Independent 
circling (7) means you are 
extremely knowledgeable. 
9 This question asks about how 
much you know about conferences 
in general and circle the number 
that best describes your 
knowledge. Circling (1) means you 
are not at all knowledgeable and 
circling (7) means you are 
extremely knowledgeable. 
Part 1 
" In total, how many times have you 
been attending this conference? 
Behavioural loyalty Dependent Part 3 
9 In the past, I recommended other 
people to attend this conference. 
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Appendix 4: Summary of measurement questions (Continued) 
Variables Types of variables Questions 
Part 5 
" This question asks about how 
you usually make your decisions 
about conferences in general. 
Please rate your level of 
Conference Decision agreement or 
disagreement with 
heuristics 
Dependent the following statements. 
Circling (1) means you strongly 
disagree and circling (7) means 
you strongly agree with the 
statements. Please choose only 
one choice. 
In general, how importance are the 
following attributes of conferences 
in influencing your decisions to 
attend a particular conference (s)? 
Conference attributes Dependent Choosing 1 means you find the 
attribute is extremely unimportant 
and choosing 7 means you find the 
attribute is extremely important. 
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Appendix 5: Iterations and results of factor rotations 
Iteration 
% of KMO measure 
Results variance of sampling 
Bartlett's test of 
Sphericity 
explained Adequacy 
3 components 
Status of conference 
p= . 000 (Chi- 
1.12 items 50.87 
. 741 square 1238.654, was to be dropped in 
df = 66) the next iteration 
3 components 
Business-related p =. 000 (Chi- 
2.11 Items opportunities was to 52.16 . 
727 square 1091.79, 
be dropped in the next df = 55) 
iteration 
3 components 
Leisure-related p =. 000 (Chi- 
3.10 items opportunities was to 55.50 . 728 square 
1029.77, 
be excluded in the df = 45) 
next iteration 
3 components p =. 000 (Chi- 
4: 9 items Timing of conference 60.28 . 714 square 
981.03, df 
was to be dropped = 36) 
p =. 000 (Chi- 
5.8 items 
3 components 65.10 . 695 square 
887.41, df 
Cleanest structure = 28) 
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Appendix 7: Scatterplots of variables 
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Appendix: 8-1 Regression Model: Testing of Assumptions (Hypothesis 5-7) 
Assumptions Test Critical Test Assumptions 
value statistic met 
N> 104+7 (where 
Sample adequacy m=number of 111 200 Yes 
predictor variables) 
Examination of the Greater than 
No case Yes 
standardised residuals 3.29 
Outliers Cook's distance >1 No case 
statistics Yes 
Mahalanobis distances 24.32 1 case 
Correlation matrix > . 
80 
Multicollinearity VIF >10 - Yes 
Tolerance <. 10 
Homoscedasticity of ZRESID/ZPRED 
- - Yes 
residuals scatter plot 
Normality and Normality Probability 
- - Yes 
linearity of residuals Plots 
Independent of Durbin-Watson <1 or >3 1.793 Yes 
errors 
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Appendix 8-2: Regression Model: Testing of Assumptions (Hypothesis 8-10) 
Critical Test Assumptions 
Assumptions Test 
value statistic met 
N>104+15 (where 
Sample adequacy m=number of 119 342 Yes 
predictor variables) 
Examination of the Greater 
No case Yes 
standardised residuals than 3.29 
Yes 
Outliers Cook's distance >1 No case (Not to be 
statistics deleted because 
Mahalanobis distances 36.697 14 cases the scatter plots 
are good) 
Correlation matrix > . 
80 
Multicollinearity VIF >10 - Yes 
Tolerance <. 10 
Homoscedasticity of ZRESID/ZPRED 
- - Yes 
residuals scatter plot 
Normality and Normality Probability 
- - Yes 
linearity of residuals Plots 
Independent of errors Durbin-Watson <1 or >3 
1.935 Yes 
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Appendix 8-3: Regression Model: Testing of Assumptions (Hypothesis 11-13) 
Assumptions Test 
Critical Test Assumptions 
value statistic met 
N> 104+15 (where 
Sample adequacy m=number of 119 418 Yes 
predictor variables) 
Examination of the 
Greater 
standardised No case Yes 
than 3.29 
residuals 
Outliers Cook's distance 
Yes 
>1 No case (Not to be 
statistics 
deleted because 
Mahalanobis 
37.697 14 cases the scatter plots distances 
are good) 
No 
Yes 
Correlation matrix > . 80 (Behaviour 
Multicollinearity VIF >10 Yes 
Loyalty> 10 
Tolerance <. 10 
to be 
deleted) 
Homoscedasticity of ZRESID/ZPRED 
- - Yes 
residuals scatter plot 
Normality and Normality 
_ - Yes 
linearity of residuals Probability Plots 
Independent of 
Durbin-Watson <1 or >3 2.034 Yes 
errors 
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Appendix 8-4: Regression Model: Testing of Assumptions (Hypothesis 11: 
Behavioural loyalty only) 
Critical Test Assumptions 
Assumptions Test 
value statistic met 
N> 104+1 (where 
Sample adequacy m=number of predictor 105 199 Yes 
variables) 
Examination of the Greater 
No case Yes 
standardised residuals than 3.29 
Outliers Cook's distance 
>1 No case 
statistics Yes 
10.83 No case 
Mahalanobis distances 
Correlation matrix > . 80 
Multicollinearity VIF >10 - Yes 
Tolerance <. 10 
Homoscedasticity of ZRESID/ZPRED scatter 
- - Yes 
residuals plot 
Normality and Normality Probability 
- - Yes 
linearity of residuals Plots 
Independent of errors Durbin-Watson <1 or >3 2.083 
Yes 
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Appendix 8-5: Regression Model: Testing of Assumptions (Prior conference 
experience) 
Critical Test Assumptions 
Assumptions Test 
value statistic met 
N> 104+3 (where 
Sample adequacy m=number of 107 358 Yes 
predictor variables) 
Examination of the Greater 
No case Yes 
standardised residuals than 3.29 
Outliers Cook's distance >1 No case 
Yes 
statistics 
Mahalanobis distances 16.27 No case 
Correlation matrix > . 
80 
Multicol linearity VIF >10 Yes 
Tolerance <. 10 
Homoscedasticity of ZRESID/ZPRED 
- - Yes 
residuals scatter plot 
Normality and Normality Probability 
- - Yes 
linearity of residuals Plots 
Independent of errors Durbin-Watson <1 or >3 
2.00 Yes 
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